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Old-timers say things are rap- 
idly getting back to normal. Hotel 
duebills (15% cash discount to 
the agencies) are beginning to 
circulate again. 

2 

Even the car which is still in 
the design stage should be visual- 
ized by the public in its best bib 
and Tucker, according to the Chi- 
cago manufacturer of the same 
name. 


vvy 

Maybe the reason perfume 
makers give their products pro- 
vocative mames like  Tailspin, 
Wicked and My Sin is that there 
are sO many good women who like 
Mio appear naughty once in a 
while. 

vvyrY 

An English restaurant advertis- 
ing in the Herald Tribune says of 
Zits G.l. friends, “We are still find- 
ing their gum parked under our 
chairs.” 

Along with a few American col- 
loquialisms like “parked.”’, 

vvy 

William H. Gannett, of the Ken- 
nebec Journal, celebrated his 93rd 
birthday recently, and still comes 
to the office every day. 

Agency men and other workers 
in the advertising vineyard either 
die sooner or retire earlier. 

se UF 

The Creative Man says Pan- 
American gives all the information 
anyone needs about a Bermuda 
holiday except the price. That’s a 
detail that the income tax man 
has made interesting to almost 
Beverybody. 

7} ¥ 
Powel Crosley thinks’ small 
Maspace is appropriate in advertising 
his small car, but fortunately for 
magencies and media, the diamond 
merchants don’t accept the idea. 
- | 

For the first time in more than 
a century, Punch was knocked out 
y the British coal shortage. Now 
mits readers can’t even get a smile 
mgout of their troubles. 
vvyY 

Advertising, the chart shows, 
has increased sales of Idaho pota- 
toes by several hundred per cent. 
Only Senator Borah ever adver- 
ised the state better. 

. FF 

“I’m being paid too much,” ad- 
mits an advertising man looking 
for a new job. If this is really so, 
mechere’s nothing like beating the 
moss to the punch. 

vvwyY 

A man “now employed as head 
of production in a reputable 4A 
agency” is “desirous of a connec- 
tion with a more progressive com- 
pany.” 

My, my, Fred Gamble won't like 
at. 

vvy 
bull,” remarks the 

“The only 
is that 


furiates a 
ew York Mirror. 
‘ouble with the theory 
ills are color blind.” 
3ut nobody wants 
eory with a bull. 
7 4 9 
Smile when you sign your in- 
me tax estimate for 1947. The 
te Uncle Sam takes this year 
ay not be as deep as you fear. 


to argue a 


Copy Cus. 


“All the world knows that red | 


Newsprint Rations 
Sought Again as 


Hearing Starts 


Rigid Price Lids, 
Individual Quotas 
Urged by Witnesses 


WASHINGTON — Weekly news- 
papers, fraternal, religious, labor 
and other “small” publications 
opened the Senate small business 


committee hearing on newsprint 


last week with pleas for govern- | 


The New 
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STARTS DRIVE—This two-color maga- | 


mental or voluntary “rationing” to| tine page opened the national cam- 


channel paper away from large! 


newspaper consumers. 
Some groups, like the National 


Editorial Association, representing | 


6,000 weekly newspapers and 
small dailies, were for semi-official 
efforts to channel a minimum of 
2% of total newsprint to weekly 
newspapers, and a fixed percentage 
to other newsprint consumers. 
Others, like Thomas Wright, 
spokesman for 250 CIO publica- 
tions,,,.1d Sidney A. Lavine, who 
représ.1ed the Rogowski Com- 
pany, New York job newspaper 
printer, were for rigid price con- 
trol, and strict individual quotas 
on the order of wartime limitation 


/order 1-240. 


No Increases Seen 


The newsprint subcommittee 


headed by Sen. Homer E. Cape- | 


hart (R., Ind.), heard ANPA’s 


| general manager, Cranston Wil- 
|liams, admit that there was little 


likelihood of increased newsprint 
production “since there is not now 
under construction a single new 
newsprint mill in the world.” 

Mr. Williams saw “no formula 
for legislation to give all the 
people of the United States all of 
the newsprint they want.” 


“While there is hardly a news-| 


paper in the United States that 
does not want more newsprint 
than it is able to buy,’ Mr. Wil- 
liams reported that ANPA’s efforts 
have assured that “no newspaper 
in the United States has had to 
suspend publication for lack of 
newsprint as a sole cause.” 

As the hearings opened, Sen. 
Capehart promised ‘“‘a complete in- 


| vestigation” in an effort “to get 


newsprint in such quantities that 
the press of this great nation can 
properly fulfill its responsibility 
to the public.” 
“We would not permit the free 
(Continued on Page 67) 


Public Relations 
explained in_ simple 
terms on Page 50. Other 
features this week: 


Ad-libbing 12 
Advertising Market Place 48 
Business Paper Figures 40 
Coming Conventions 54 
Department Store Sales 28 
Editorials 12 
Feature Page 33 
Getting Personal 64 
Information for Advertisers I 
In Washington 38 
Photographic Review 69 


Private Lines . 
Rough Proofs | 
Voice of the Advertiser 58 


paign last week for G-E's new Premier | 


Duplex. Copy urges homemakers to 

order their new cleaners and Attach-a- 

Tools, for delivery later. J. M. Hicker- 
son, Inc., New York, is the agency. 


Dairy Association 
Plans $5,000,000 
3-Year Campaign 


Cuicaco—The American Dairy 
Association will spend $5,000,000 
for advertising and research in 


|the next three years. Nearly $1,- 
/ 500,000 will go into 
/in 1947-48, compared with less 
|than $1,000,000 in 1946-47. 
Officials of state and regional 
| dairy associations, representing 
|some_ 5,000,000 dairy farmers, 
|agreed at the annual meeting of 
| ADA here last week to a program 
'ealling for voluntary payment by 
'the farmers of one cent a pound 
‘on butterfat, or its milk equiva- 
lent, to finance the drive. The 
|assessment, collected in June, 
doubles the previous payment. 

| The budget increase will go 
almost entirely for additional 


advertising | 


Radio, Magazine 
Advertising Trend 
Curves Downward 


Network Sponsors 
Curtail; Newspapers 
and Outdoor Gain 


New YorK—After reaching all- 
| time records in 1946 (AA, Jan. 13) 
advertising volume in two major 
| media — magazines and network 
| radio — has turned downward. 

Recent cancellations and reduc- 
tions may lop $10,000,000 off the 
combined time-talent bill of the 
coast-to-coast networks, radio 
circles: estimate. 

Through cancellations, CBS is 
losing Canada Dry’s “Sparkle 
Time” (J. M. Mathes, Inc.), Ever- 
sharp’s “Maisie” (Biow Company), 
and Whitehall Pharmacal’s “Holly- 
wood Jackpot” (Dancer-Fitzger- 
ald-Sample), the end of March. 

American Tobacco’s “Hit Pa- 
|rade” (Foote, Cone & Belding), 
reduced from 45 to 30 minutes, 
will move to NBC on April 26, 
after having been on CBS since 
July, 1939. Whitehall also is re- 
ported as switching “Ellery 
| Queen” (Sullivan, Stauffer, Col- 
| well & Bayles) at an unannounced 
|date from CBS to NBC. “Ellery 
| Queen” may become a summer re- 
| placement, and then a permanent 
| NBC show. 


Miles Drops Show 


On the other hand, Miles Lab- |! 


oratories (Wade Advertising 
|; Agency) will drop its Roy Rogers 


P.O. Asks $173,737,000 
Hike to Reduce Deficit 


New Plan Doubles 
2nd Class Revenue; 
Hearing March 18 


WASHINGTON — Publishing and 
advertising interests will have a 
chance March 18 to give the Sen- 
ate civil service and post office 
committee the customer’s reaction 
to proposals for raising $173,737,- 
000 of new postal revenue. 

In its efforts to beat mounting 
deficits, the Post Office Depart- 
ment on Feb. 18 proposed changes 
of great importance to business, 
including a 40% hike on parcel 
post and direct mail advertising 
matter, and general increases for 
all domestic services other than 
3-cent letters and airmail (AA, 
Feb. 24). 

Last Tuesday it unveiled a plan 
to boost second class revenues by 
100%, through additional fees on 
all publications, particularly those 
with national circulation and 
heavy advertising. 

The department’s major second 
class recommendations: 

1. Would raise $13,300,000 by 
adding a quarter cent to ordinary 
postage on each publication 
handled as second class. This as- 
sessment, like a “cover charge,” 
would apply to large and small 
publications alike, and would be 
in addition to the regular pound 
rates. 

2. Try for an additional $12,- 
000,000 through a l-cent increase 
in all pound and zone rates on the 
reading and advertising portions 
of daily and non-daily newspapers 
and magazine periodicals passing 


under “zone rates.” 
| 


Suggests Ad ‘Surtax’ 


3. Institute a graduated 
tax”’ on all zone rate publications 


“sur- 


magazine advertising. Owen M.|show on NBC March 29, because | containing more than 35% adver- 


Richards, ADA manager, 
(Continued on Page 70) 


(Continued on Page 70) 


Last Minute News Flashes 


House Group to Start Postal Rate Hearings 


WASHINGTON—Rep. Edward Rees (R., Kan.) introduced a new bill 
in the House March 6 incorporating the Post Office Department’s sug- 
gestions for rate increases, and announced that hearings will be 
launched by his committee March 13. Meanwhile, 
that Senate hearings on the same subject will be postponed until April. 
(Earlier news from the Senate sector starts in an adjoining column 
on this page.) 


| Farnsworth Pushes Railroad Radio 

Fr. WAYNE, INp.—Farnsworth Television & Radio Corporation is 
running a $35,000 campaign for railroad radio in railroad and radio 
business papers and in business newspapers. 
be promoted in Farnsworth’s campaign in other 
$600,000 has been appropriated for the current fiscal year 
& Son is the agency. 


media for which 
N. W. Aver 


British Industries Fair to Advertise 

New YorK—A series of 400-line insertions in 63 newspapers of 18 
cities in the United States, supplemented by copy in 26 business pub- 
lications, will promote through April 15 the 1947 British Industries 
Fair of London and Birmingham, to be held in London May 5-16 
Insertions in the general and business press of 25 languages will also 
be scheduled. W. H. Emmett, Overseas Ltd., London, is the agency 


‘House Committee to Launch Newsprint Quiz 

WASHINGTON—Rep. Clarence Brown (R., O.), chairman of a special 
House newsprint committee, announced that he will start hearings 
March 10. The House inquiry will run concurrently with the Senate 
hearings on newsprint. 


(Additional News Flashes on Page 71) 


| 
| 
| 


| 


it was rumored | 


told | ‘radio costs have increased while | tising. Designed to raise $2,500,- 


000, the surtax would be 10% 
where advertising was 35 to 45%; 
20% between 45 and 55%; 30% 
from 55 to 65% and 40% from 
65 to 75%. Publications over 75% 
advertising would be charged third 
or fourth class rates, according to 
their weight. 

4. Provide new rates for local 
delivery of weekly and daily 


‘Aloha Oi!’ Says 


‘Space Buyer at 


Airborne Ads 


This equipment also will | 


New YorK—Robert Dunwoody, 
director of McCann-Erickson’s for- 
eign media department, was 
understandably surprised when 
L. H. Brownholtz showed him the 
tearsheet of a Schenley ad the 
after it was scheduled to run 
in the Honolulu Star-Bulletin. 

But Mr. Brownholtz, president 
of O’Mara & Ormsbee, Bulle- 
tin’s representative, explained that 
a copy of the 
flown in by the 
breaking fighter, “Betty Jo.” It 
was, Mr. Brownholtz explained, 
the fastest long distance delivery 
of a newspaper in history 


day 
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newspapers, to raise $2,400,000. 

An additional $2,400,000 _ is 
sought by boosting pound rates on 
publications of non-profit, fra- | 
ternal, labor and scientific organi- | 
zations, and publications with less | 
than 5% advertising from 1% 
cents to 2% cents. 

Representatives of the National | 
Publishers Association who saw | 
the second class proposals for the 
first time Tuesday asked unsuc- | 
cessfully for more time in which 
to estimate their effect on the| 
publishing and advertising busi- 
ness. 


Explains Need for Time 


William Denning, NPA Wash- 
ington representative, told Com- 
mittee Chairman William Langer 
(R., N. D.) that publishers need 
to study alternate distribution 
methods in the light of the pro- 
posals, in order to estimate the 
traffic that would be diverted from 
the mail. 

Mr. Denning pointed out that 
some publications would have to 


stay with the Post Office, but NPA 


en 
<b 


felt it might be able to show the 
committee that many newspapers 
and magazines would find it 
cheaper to turn to private dis- 
tribution channels. 

The NPA representatives asked 


| three weeks to a month delay in 


order to examine the 1946 Post 
Office cost ascertainment state- 
ment, which has yet to be released 


/in full. 


Several of the senators agreed 
to a longer delay, but Senator 
Langer feared that the rate hikes 
could not clear Congress before 
the summer recess unlegs the com- 
mittee pushes ahead rapidly to- 
ward a report. 

In agreeing to a two-week de- 
lay, Senator Langer suggested that 
the House post office and civil 
service committee might be in- 
vited to join in the hearing, to 
save time when the committee’s 
proposals have cleared the Senate. 

When Mr. Denning pointed out 
that NPA represents only a frac- 
tion of the mail users who will 
want their say on the proposals, 
the chairman instructed all inter- 


ested parties to appear on the 18th. 

“If we don’t finish then, we will 
continue on the 19th, and so on 
until we do,” he said. 

In the official Post Office recom- 
mendations filed Tuesday by 
Joseph J. Lawler, Third Assistant 
Postmaster General, yield from 
proposed rates in some cases has 
been scaled down to allow for 
“the law of diminishing returns.” 

While the 20-cent special de- 
livery fee was to yield $7,000,000, 
Mr. Lawler warned that the 
higher fee would undoubtedly de- 
crease the number of pieces. In 
estimating $20,000,000 from the 
2-cent postcard, the department 
was allowing for a 50% drop in 
traffic. 


Are ‘Self Supporting’ 


Under the increases, most serv- 
ices other than second and third 
class become “self supporting.” 
The $33,200,000 second class in- 
crease only dents a $160,000,000 
second class deficit, but it is the 
most the traffic will bear, Mr. 
Lawler assured the committee. A 


$32,500,000 increase in third class 
accounts for only about half of its 
deficit. 

Other increases are $50,000,000 
from fourth class (parcel post and 
catalogs); $18,000,000 from money 
orders; $11,000,000 from _ regis- 
tered, insured and C.O.D. 

The department anticipates 
revenues of $1,257,410,000 pro- 
vided Congress passes a bill in- 
troduced last week retaining the 
3-cent rate on local and other let- 
ters. While the new proposals ac- 
count for only $173,735,000 of an 
anticipated $287,679,000 deficit, the 
department says the difference is 
contained in non-revenue services 
such as carrying government mail. 
It wants Congress to authorize 
bookkeeping adjustments to elimi- 
nate this deficit item from the 
Post Office books. 

The second class recommenda- 
tions are of crucial importance to 
all publishers. The one-quarter 
cent minimum alone would cost 
daily newspapers $5,560,000 and 
periodicals $3,445,000. 

Added to the average cost of 


Have 


traveling sa 
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you 


heard this 
lesman S$ 


tory? 


We've got two salesmen who have a new twist to the old 
advertising maxim which says:—"You've gotta make calls, 
if you wanna get results." 


These two salesmen call on clients and STAY in their offices 
all year round. 


Throughout Latin America our two salesmen are selling in- 
dustrial and construction machinery—our country's No. | 
export. They might even be selling your products .. . 
your methods . . . your materials .. . 


These friendly salesmen of ours are the 1947 Buyer's Guides 
which are published annually in Spanish. They come in two 


separate editions: INGENIERIA INTERNACIONAL IN- 


DUSTRIA and 


STRUCCION. 


INGENIERIA INTERNACIONAL CON- 


Yes, the Buyer's Guides are used as year round references 
by your most important prospects—the key buyers and 
importers in the Southern American Republics. 


When you advertise in the Buyers’ Guides with an export 
sales story that your prospects understand—told in terms 
of your prospect's interests—you already are on the road 
to increased sales. 


Advertising forms close April Ist. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 
(Affiliated with McGraw-Hill Publishing Co.) 
NEW YORK 18, N. Y. 


330 WEST 42ND STREET 
Publishers of INGENIERIA INTERNACIONAL INDUSTRIA @ 
CONSTRUCCION @ EL 
AMERICAN AUTOMOBILE 


BUYERS 


L 
Hes F R 


OVERSEAS 


FARMACEUTICO @ 


INGENIERA INTERNACIONAL 
EL AUTOMOVIL AMERICANO @ THE 


(Overseas Edition) © PHARMACY INTERNATIONAL @ THE 


AUTOMOTIVE DISTRIBUTORS e THE 


GUIDES FOR LATIN AMERICAN CONSTRUCTION AND INDUSTRY @ THE BUYERS 


LATIN AMERICAN 


HARMACEUTICAL AND ALLIED PRODUCTS BUYERS GUIDE 
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/each piece mailed, it would boos 
| the average newspaper from 0.45 
to 0.7 cents and the averag 
periodical from 0.88 to 1.13 caakl 
Since the average newspaped 
| weighs a quarter pound, the addj- 
| tional one cent per pound increagd 
| in reading and advertising rate, 
| implies another quarter cent, rais- 
| ing the rate to 0.95 cents. The 
|}average periodical, nearly seve, 
ounces, would be over 11% cents. 


Roden Will Head 
American Home 
Foods from L. A. 


New YorK—H. W. Roden, presi- 
dent of American Home Foods, js 
transferring his office and resj- 
dence from New York to Los An- 
geles in a long-planned move tp 
devote his attention to policy 
formulation and to augment the 
company’s position on the Wes 
Coast. 

The firm, a subsidiary of Amer 
ican Home Products Corporation 
already has a division sales offic 
and five district sales offices ; 
that region, in addition to a fo 
producing plant at San Jose. Vic- 
tor T. Norton, recently appointed 
executive vice-president, will ac 
as administrative head of thes ¢roe 
business, and headquarters will 
continue to operate at 22 E. 49th Up = 
St., New York. 

Mr. Roden will remain president mer 
|and director of AHF and a vice- 
| president of the parent corpora- 
|tion, but either has or will soon by 
resign many other positions he has 
recently held in associated com- pag 
panies and in the food trade. He 
will devote more time to fiction We 
writing, already having completed e 
four successful novels and severa! 
magazine stories. 


Outdoor Ad Awards Ass 
to Be Announced 


Winners of the 1946 annual ex- in 1 
hibition of outdoor advertising art, 
sponsored by the Art Directors gre 
Club of Chicago, will be announced it 
at an awards luncheon in they V'?¢ 
Wedgwood Room, Marshall Field ENt 
& Co., March 13. H.C. Doss, vice- 
president and general sales man- 
ager, Nash Motors division, Nash- 
Kelvinator Corporation, will be Wh 
the principal speaker. 

The jury will select the first, loc 
second and third best designs, 1(§ | 
honorable mention designs and Ca 
the next 87 best to complete the 
“100 Best Posters of 1946.” These 
posters will be on display at 
Field’s until March 29, and will 
be reproduced in “Poster Annual, 
1946,” published each year by 
Outdoor Advertising Incorporated 
as a reference textbook. 


Chamberlin Moves 

Harold S. Chamberlin Advertis- 
ing Agency has moved to 524 Em- 
pire Bank building, St. Paul. 


Paper is scarce and valuable 
... avoid hoarding and waste 


WY, 
(gated 1 


THE MARTIN CANTINE COMP 
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n the plumbing, 
heating, air conditioning and home appli- 
ance field 35% of the dealers and con- 


tractors do 90% of the business. The 
up-to-date facilities, the streamlined 
merchandising methods and the modern 
sales techniques of this 35% are typified 
by the photographs reproduced on this 
page. | 


Well- planned, well-arranged display 
rooms such as this are carefully, deliber- 
ately designed to move merchandise. 
Assisting the Domestic Engineering Dealer 
in the laying out of his sales room for 
greatest results is just one of the many 
vital services performed by DOMESTIC 
ENGINEERING, 


Wherever this place of business may be 
located, whether it be Texas, Maine or 
California, you'll find that the Domestic 


Miyy eee 


Engineering Dealer is the man to whom 
his local community looks as a specialist 
in plumbing, heating, air conditioning 
and home appliances ... he is the man 
who performs vital services and moves 
merchandise on a broad scale. DOMESTIC 
ENGINEERING is the magazine to which 
this man looks for technical, merchandis- 
ing and management information neces- 
sary to the successful conduct of his 


business. 


Month after month the Domestic Engi- 
neering Dealer receives through DOMES- 


TT. 


GeORBGHE DEALERS 


hee 53 
‘Aigiek 


£5 
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TIC ENGINEERING the kind of assistance 
he dag > his widely varied business 
activities. This assistance he derives not 
only from the editorial columns of this, 
his industry's leading business publica- 
tion, but from its advertising pages as 
well. 


If your products, or the products of your 
clients, have an application to the Domes- 
tic Engineering Market, your advertising 
story becomes most effective when it 
appears regularly in the pages of 
DOMESTIC ENGINEERING. 


6 TIMES A WINNER 
OF TOP AWARDS FOR EDITORIAL ACHIEVEMENT 


ngineeus 


. : : : . : : Ps ahs , . t : Bt y " ~ e gi ak a aad : ‘2 
; = 
ae CE eS eo ee , oe Bs pete tog 3 Teenie Rig teed i a 
VERE GSE Rae oe oe eee 22 ¥ Py tind Re amt yr ees. Fe. = ia mad $e: # PASS ae 
Bhi ty ih “RS ee a ade Sats * — ae 
oak See ae eaters Sana oS z “ pcg KEN a ‘ Sekt Re eS See ER a 
Be . 4 ¥ a * Ng 2 %; Sat dad ” 4 " Boga x ee ae Bos fhe ue Se ee : ee a 
.. Oi ee ; - ha Bee. ke ev ee. 
3 : nie eR ee ay re beers 8 aa ee. 
RS a agin per ee 
ae ® ak ae : $ tis ee TEC UE Ree See all ——¥ ee! 
‘ ‘ Ng FS i * ee ie HELI e : ee % Po ate 
ee Te. : gain ie 
i. ee | ae es < a ee: 
, B. i j eg tee Coe hs — eee ’ . — A ii so oa ta 
: a pi a, an “Se ee ie ie ee Ne Re a e e a Pe LS es 9 0 ie 
Re tS ea oe ie. eee <4 a a ee iZ De sd ES £ e 
ode ie, ee ee er a See a < i fae i oe eS Fe 3 EF og) ry “3 wis ok ie Ss 3 — 
oe gre 2 ie a Coy? soy iy oo ial ce +. eva Agere igae © ‘ - ER oe hati . % \ 
Pee ¥ Ba oe 3 ig se ms Le poate E: & % A co ea [ae é ‘ ae 
WET d Rie ii oe Say edhe 7 7 RB Ses. sic ae “ss Sg : 2 eae ; . 
ain it ae i gO : he a 4 4 + oe = Pe a rea - *, oA - 
/ ge FO Bee ‘s FE payee ios ‘ : 
| d . i ‘ E : i * a Se 7 E id ae i -— a i =i i 
ed mes ‘ : a 5 BS a> i . ne ; 
Fe Css i oe Raed i, r a es ° ‘. 
wy . F a we oe, > at DELS ee 
oe oh f= a Y | 
eee NR eee SD 
* oe ee iy ee . ey fo 
% ooh of > By ac ee be 7 * ps get 3 a foe. / 
iN zt hn gat, See ae gS ge ea. is iy, + as ok pa ad CGPRT S ' 
eee : ere : eee ‘ ity 7 
E, C | * hs EA Os Ss * < cg RO Dee . i 
aS Bs age a 
Die | Pa - aie, eh eek ae ae 
4 - ies Din Se bal ee ea 2 a Z HC i aes Pt ai a 5 ee a8 . % = hay, 
ev 8 St i * neg h, sf 7 * bre pee meres: Sa " * 2 ee ge ee - 
eee ee gent iy heaps < ie ® eit ‘ - pedo 
ee” Oy Re ee ee ; ~ ? % ‘ Ey a ie ‘ : 
Aes ae ie ‘ ‘ { eo YY | bee F fi a 
° Pox ‘ bi gee Sat ae ” [AG a is 
ge ie  ) ihe + 
& Bad Be a ie a é / 5 yf Sree x A a 
e $ ae. FG A - : 2 / f é 3 ‘ /, A ai 2: es . aolige 
ies pean ve oe Mi wg fe OL Sh err ag a aul 
. Bets) ees Wage Pe es CES ae ee ag a POOR Ee eer sei RS or Se sige Spe, pan fas  Ehiaae IE ag a+ cee oh ps ae ee ee ey a ee 
the West] (alam i Pe fe a Re ee BO ee a te ee ee se iat ‘ 
t ay 
y of Amer ¥ ~ 
orporation je 
sales office 
offices in 
_ to a food 
Jose. Vic- 
appointed 
. 4 ao 
ere 
ir 
> ea 
+ 
. 
a ; KJ ; ™ a 7s a wo hee we, oe 
: : Sth Ss % 7 é t y! a eo 3 
- ry “= foo ‘ » me it > > J . 
ge ome oe ae 4 
ee a \ a eis NI \ 3 il Saas od : 
a a oy Se + oy. hn . 
awe oF Ps. a ‘ nS. > ¢ Ly? i , i s he ‘ -_. as vz ie set art 
co ” n i Lae : 4 4 5 . P . hi Ee. & BA ss ts Ss Ss Sa 
a 29 al ae ee OS oe PURE ae coe om OR Ee le! eet * 
a) aaal| y : ei .*- > a ho v2 eae \S >¢ » x — oan dap + ey & wien AP 
: ) Perey tee ge t » Free — ER a") e ane 
Sm G : “ % os ee Se rh oe a = . a a bs ng. See es : pee he 
ae. ae ee 4 ae eo ae ee “a Pie i % ye. pi ned. eee 
i Ss Si ire ee a i ne ° ao 
Re pre re ee eee £ Pe . *a > = 
6, OG 6 ameaaiall ie i ok Cae oar ae 497, +. wee oWahs eS = :*. 
Re ee ae ba PPP hae oo BB OPS Se lias , rut NP : pe 
z Pa J a ie ey ee on — ‘. ey he an 
i Mins ae. “Are Aine i oreo HOME APPLIANC € Saamy * : 
foe ey B iN F CATA a a gree eae. & - ‘ q 
Sf i i oo SN a Me 50 PS a ke ee fae . : ‘ be 
ce | Ba ae ee coat rc naeticate a Oi oe ‘ : 
Ee , ee? SESS gene a i i . 
SCRAP oe = fe P AR egies Crags rite a ; . ; 
es : :. aa Chae ote ee eS . Cees 
: a ea ae ae ae F RE ee ee a oF wr —? ri Sn 3. % 
; ES Sa eri oe oie ee OME Dt tig nea eee ea sri ee ine SPP te ; a PF 
tig SE tee TOS aaa a ae 4 oye ade, al ibis : ae wa 
5 a eee pet al oe a ae La iti or ad i # Sy aS get oa ‘ : = 
® 2 rae eae nt. ty ‘ > a s- . : 
ae -“\43.a Seuptiiaes bee a . : re q St) ae Sm gin: ae : er mee f, 0% silk ; 
# bier? a a Bt earn sat. ee iia re. +. oe v2 ty glue oats an P P * wee is eS Lae te > 
Ee Ses a Saree —— : Oe Foe ety a oa ah 
tm @ F Kis + sed AS Pipes. 25 = < e Bat ing Pie A eT all om. ae ee oer i i 4 
a. ae ee a —— |—— ; . Soe ee : 
oo Ce 6 ON RS Rt , ae oul pine, ee pa a gr a" 
et a aoe ee Ye < Bo OU ee ae ery. 
‘ ty tee le " ; fe WE 16 i me ey im Hy > aaa , ak 
‘ J ae s: ‘ima ” ‘ae mi ‘ F — : oe : 
Oa ¢ * . a . Hi a“ = a Ps Sort ci. ae ihe. er — ry ¥ 
BE ape nel i. o Seer | © m —— Ps a a aga 
ee ee nee Se tees : : Oe ty. a ' al : potas 
=~ a ORE ME GS Ga Bt LE 2 NR a sre Cay EMA es } ar is, prc. 
<= Es | . ae eg ‘ eS 5 a a, ORS ee PERS. Be Sed, Se i 4 Kg ea NY. aD CE A oF ee er wy 3 & . eerie 
ae “2 “ | tigre ) re a ad 9 f Pekar aes é , eRe bg Pa on, ae Be ee aM PM RS ee ag ye ge x pe ky: oe Fin ut aid tee Rona 
_—<ima ease ‘ \ 1 ae 5 ie 3 “gil tse i in L ee + get ¥,, oe ° 5 ee, a cab - ee 
ae 7 ~ i ! é < ee r ; ig “ . a ns hg iy te # ary r Ear ee hs ; 2 ait, 4 4 a ae me ‘ “8 A She ne ha juste . ag 
"eae \\ Oe Veep a »~ 3 , | a 
es S ( ¥ . 
es ) ’ Lia. al Miia 7 # 
pM _ a) — im 
| ~ Am‘ B: Bi. 
. \ A ” Nz — s ‘ an 4 
* NY >} -_— _——~“ \ : we 
: b> | age . Lee a 
J } bie tan 
L . \ - ; — 
_—~ zai ( ‘ £ . . } ° ? as ia : 7 
> i . | - \ JC : . 4 ' t, 7 
> Ly . } ) 7 SS gra ~ i” 
§ pw“ , : oe 
. nt Wa tS se > 
3 » SS} - ip ie ne a, 3 4 a Ey 
A ~ Ps i Ce me wie ps Se . 
; “ sy per, 1 ae 7 X 
e i ee sao 
i Be t 4 . = = rs a joer ost . 
s 4 ‘ 2 ‘ i a 
J . mee ones RY — 
| . e——————— >in | 
—— i a : “4 7 , 
meen anaes: ei me i cae Y esl ; -,) 
hee, ae MEDEA «ont 
ae Neen. ta Ge. walt pss ; # 
- ee. ne : Pasa Ali iste he AE ee ee } j 
cc \ St haa 5 2h coe ee ; a ff 
3 ee ‘ . : : tas ‘ ~ 
« Ve am : Witten. ~ 5 , ’ a - 03 r a ’ 
De 5 : 4 J oa P - ~~ . se ? 7 $ 
co a ) : Je aN a Ps ee WIRY 6a 23% 7 
3 : ‘ See Sa ‘ ¢ 2 tery = 
i Sea ee, AOS ie mes oe od H Le ed 
a ———— — a | am | ; E 
: - re, > ie ; Z % ’ 7 Lae : A 4 : ores 
. on at : —— 0 } , | : 7S 5 
| BAS on a2 7s y t » *- rr 
—s m Goa Sa ‘ s Tm ; fe 5 CA 1 Sets oe 
: ae 2S ——4 Sg FF 6; Sey ¢ 5, 
om i es Gat LE eae ms ey i eee ; : os” ae 
— . a ee : 
pies rs ee. 3 ‘ aye Ae 5 Saal pene. P , | 


r 


ils 


at 
a. 
= 


4 


does not report “Soup’s on—um, | mentator— seldom received the ‘Heaton Joins Bowman 


Pan Commercials delicious—16 killed in Jerusalem. | 
as Radio Women British officers’ club blown up. 
Discuss Problems 


|/nomination of a woman by a s 


4 tion. Mrs. Dickinson said wel 
by the courtesy of Simple Susan's thought a woman commentator’s | Cincinnati, has joined Bowman 
soup.” Nor does the Herald Trib-| award is needed, and that the| Gum, Philadelphia, as advertising 
une, she said, report “Senate com- | Clubs will work with AWB in} ‘director. Mr. Heaton organized 
‘the street car advertising division 


New York—Broadcast advertis- | mittee holds up Atomic Energy | establishing one. 


ing and the sex line in broadcast-| Commission. Lilienthal a Com- 
ing took a beating here last week | munist, says Sen. McKellar—by 
at the fourth annual convention | courtesy of Flying Horse Power— 
of the Association of Women| the super, juiciest tobacco, or the 
Broadcasters. | face powder so smooth, so caress- 
C. Mildred Thompson, dean of| ing, so different.” 
education at Vassar, told the meet- Newspapers have learned to live 
ing that while she liked adver-| with their advertisements, and 
tisements per se, “there is vast | radio must do the same, she said. 
need for improvement in the re-| Miss Thompson noted that she 


lations between advertising and | seldem heard women broadcasters, | 


radio programs.” 

The New York Times. she noted, | | only. 
| | wiped out in voting,” she asserted, 
|“but it apparently still holds in 


CBS Names Ream 
Executive V.P. 


Joseph H. Ream, formerly vice- 
president and secretary, has been 


| elected executive vice-president of 


Columbia Broadcasting System, 
and Julius F. Brauner, general 
attorney, also has been made sec- 
retary. 

Mr. Ream joined CBS in 1934 as 


| because she listened to night radio | legal head. He is the first execu- 
“The sex line has been tive vice-president since Frank 
| Stanton was made president of 
| CBS several years ago. Mr. 


Ralph Heaton, formerly a part- 
ner of Allen, Heaton & McDonald, 


|of WLW, and was at one time 


| branch manager of the Cincinnati 


| office of Campbell-Ewald Com- 


pany. 


State Outlaws Posters 


Effective last Friday, outdoor 
posters may not be newly erected 
in open country or residential 
areas of Massachusetts, according 
to a ruling of the state’s Outdoor 
Advertising Authority. New post- 
er installations will be permitted 
only in business areas in the state. 


+ PERSONNEL PLACEMENT © | broadcasting.” poy joined the network as|Rqates Truman's Speech 


ADVERTISING - SALES 
CREATIVE - OFFICE 


1323 Avenue of the Americas 
(wear S3rd St) Ci S- 6521 


ee _ | general attorney. in 1942. / : : 
Mrs. La Fell Dickinson, presi- pF Ge a President Truman’s radio speech 
dent, General Federation of Wom- from Mexico City March 3 was 
en’s Clubs, asked the AWB .; Behrens to Lentheric heard by 24,800,000 adult listeners, 
| Albert M. Behrens, advertising| polled a Hooperating of 34 and 
there is discrimination in radio, - : F 
d told th teak thee debe shag of Elizabeth Arden for | 91.3 of the listening audience, ac- 
— = € group that the Ciubds | ive years, has joined Lentheric,| cording to a report made for Co- 
Alfred I. Du Pont award—given | Inc.’ New York, as advertising|lumbia Broadcasting System by 
annually to an outstanding ‘com-! manager. Hooper. 


IF IT’S EDELWEISS YOU WANT... 


Use an Alpenstock in the Alps! 


IF IT’S SALES YOU WANT... 


Use WTIC in Southern New England! 


By every measurement, station WTIC, Hartford, 
dominates the prosperous 


Southern New England Market. 


DIRECT ROUTE TO SALES IN Southern Mew ra 


Duane Jones Lists 
5 Credos’, Tells 


Babbitt's Results 


CuiIcaco—Five “credos” to {o) 
low in advertising low-price pack 
aged merchandise were laid dow 
by Duane Jones, head of Duap 
Jones Company, New York, befor 
the Chicago Advertising Execy 
tives Club here Tuesday. The 
are: 

1. Start with a good product x 
that, once sampled, its sales wi 
repeat. 

2. Tell its story in simple sy) 
logistic form. 

3. Use low-cost responsiy 
circulation. (An analysis of 633. 
000 returns on premium offer 
showed his agency that returns yj 
soap operas, spots and newscast 
average 8.7 cents in cost; return 
from Sunday supplements averag 
22 cents; from newspaper ads, 3 
cents, and from magazines, $1.17, 

4. Stress frequency, reiteratio; 
| and concentration, rather tha 
| broad circulation, in using media 
| 5. To clinch the sale, use pre 
'miums, but not oftener than onc 
/every three months for any prod 
uct, and no offer should last longe 
than 10 days. 


Should Pay Their Way 


In selecting premiums, Mr. Jone: 
declared, agencies or advertiser 
should use a poor premium backe 
by a good product and, good sale 
story rather than a good premium 
Although some companies hav¢ 
notable success in coupon redemp- 
tion plans, he said, his company 
will use only self-supporting pre- 
mium plans. “We go in for those 
the client makes a profit on,” he 
said. 

Mr. Jones revealed that B. T 
Babbitt Company, maker of Bab-0 
cleanser, has built up its worth 
from $7,000,000 to $21,000,000 in 
the past 12 years, almost entirely 
by using low-cost radio serials and 
occasional premiums. He has 
handled the account for more tha: 
a decade, with several agencies. 


Tells Bab-O Story 


He said that Babbitt’s “Laura 
Lawton” and “David Harum” ser!- 
als on NBC, weekday mornings, 
cost only $2,100 a week. Only 5' 
of Babbitt’s budget goes into news- 
papers, in support of the serials 
Three or four premium offers are 
made on the soap operas a yeal 
Returns average 273,000 a promo- 
tion. Half the returns are from 
/new customers, and half of these 
continue using Bab-O — which 
|/means a yearly sales increase of 
70,000 cases of Bab-O for each 
promotion, Mr. Jones explained 

“We've been buying back sales 
|rather than entertaining the peo- 

| ple,” he added. 

| He said that Babbitt and other 
| adver tisers using such a formu 4 
| inerease their sales in direct p! 
|/portion to the premium offers 
|Two thirds of the agency’s gains 
| in billings, from $1,200,000 to $12.- 
| 300,000 in its four and a half yea! 
/has been based on the clients’ 

| crease in business, he said. 


Py Advertising Age, March 10, |9; 
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A leader of industry fights back at those who smear big cor- 


in for those Z . . ° 
ofit on,” he porations. Far from being an evil octopus, large enterprise, he 
ee 8. contends, has brought us the highest standard of life in the 
Bo Richy world’s history. You'll find plenty of punch in this hard-hitting 
poke ogy article in the current AMERICAN MAGAZINE... 

He has 


oer BIG BUSINESS IS GOOD BUSINESS 


ee by A. W. ROBERTSON 
ellen Chairman of the Board, Westinghouse Electric Corporation 
Only 5 

into news- = 
the serials a 
. offers are 
ras a year HOW TO BUILD A BIG BUSINESS 
0 a promo- 
$ are from Two-and-a-half million American families look forward 
s easton each month to important articles by important people in 
increase of THE AMERICAN MAGAZINE. 
ery Big Business Is Good Business, by A. W. Robertson, i 
back sales is the sort of article that has made THE AMERICAN MAGA- 

& the peo- ZINE “Big Business”—2,500,000 families, men and women, 

and other whose interest in a better life is expressed in both their 

a formula reading and their buying! 
conga sal Yes, the two-and-a-half million families who make 
ney’s gains THE AMERICAN MAGAZINE “Big Business” can make 
. ama your business bigger, too. 

stiiete? i; Dollar for dollar, page for page, no other magazine | — ete 
id. can match the multimillion circulation delivered by THE 


AMERICAN MAGAZINE. : 
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THE CROWELL-COLLIER PUBLISHING COMPANY 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION =e 
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Swift's Odorless, 
Smokeless Lard 
ls Reintroduced 


Cuicaco — Swift & Co. has| 
launched a vigorous seven-month | 
campaign for Swift’s bland lard, | 
the tasteless and odorless lard 
which it developed over a two- 
decade period and which has been | 
twice on and off the market since | 
1940. 

The packer reintroduced the 
lard with page and 1,400-line ads 


STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


WE DO THE COMPLETE JOB, ANY SIZE, ANY STYLE, ANY 
QUANTITY, ANY COLORS. WE ALLOW STANDARD 
AGENCY COMMISSIONS 


|north of 


newspapers in cities 
the Mason-Dixon line 
and as far west as Nebraska and 
Minnesota. When the run of hogs 
becomes heavier and added pro- 
duction facilities become avail- 
able, advertising will go national. 

The “amazing new-type lard” 
was first tested in 1940, then in- 


in major 


| troduced in New England, Phila- 


delphia, Chicago and some other 
markets in 1943. 
off the market later 
and lately because of the fat short- 
age and lack of special Sniper 
to make it. 


Needs No Refrigeration 


Copy stresses that Bland Lard 
“keeps from 12 to 15 months with- 
out refrigeration’; does not smoke 
at “any frying temperature you’d 
ever use’; protects the nutritional 
advantages of lard; is highly di-| 
gestible, and is perfectly satisfac- 
tory for baking cakes, cookies, | 
pies and other pastries. 

A teaser promises a $25,000 


It was virtually | 
in the war| 


take your breath away.” Details 
of the contest will be announced 
| March 31, 
the “Breakfast Club” program 
heard over ABC for Swift at 8:15- 
8:45 a.m. CST weekdays. 

The lard is priced to meet com- 


other things a method of blowing 
superheated steam through regu- 
lar lard to take away its natural 
taste and odor, 
anti-oxident to keep it fresh at 
|room temperatures. 

J. Walter Thompson Company 
| handles the account. 


‘Miner Agency Names 5 


Dan B. Miner Company, Los An- 
geles agency, has named Winn 
Nance as manager of the research 
| department and has promoted Wil- 

liam G. Gray, formerly manager of 
| eemieantion and traffic, to account 
|executive. King Richardson, for- 
_merly with Pacific Press, has been 
|appointed production manager; 
Gordon Provonsha has been named 


in newspapers and on) 


petitive vegetable shortenings. To | 
produce it, Swift developed among | 


and added an} 


prize contest, 


€ HALKER DISPLAYS LIMA OHIO 


“including a 
prize so glamorous it will fairly | joined the copy staff. 


first art director and Ben LaMaster has 


>. 


It’s on the way 


THE EVENING 


BULLETIN 


1947 CONSUMER 
ANALYSIS 


of the Philadelphia Market 


Again in 1947, The Evening Bulletin is bringing 
you an accurate, up-to-date picture of Philadel- 
phians’ shopping and living habits—a detailed 
and scientific study of the potent Philadelphia 


market. 


This 1947 Consumer Analysis, made by The 
Evening’ Bulletin, is the second annual study of 
the Philadelphia market, and it affords an oppor- 
tunity for valuable comparison with last year’s 
highly successful survey. This comparison will 
show important changes in both consumer and 
retail store distribution of hundreds of branded 
products — FOODS, SOAPS, DRUGS, TOILET 
GOODS, BEVERAGES, AUTOMOTIVE PROD- 
UCTS, ELECTRICAL APPLIANCES, HOME EQUIP- 
MENT-~— in the city of Philadelphia. 


The technique and thoroughness of this sur- 
vey, now being standardized in the study of 
other city markets, give manufacturers and dis- 
tributors a quick, clear view of just how they 
stand in the Philadelphia market today. 


The new 1947 Philadelphia study is now be- 
ing prepared. Announcement of the definite 
date when this analysis will be ready for general 


release will be made as soon as possible. 


Meanwhile, advertisers and advertising agen- 
cies can make reservations now for copies of 
“The Evening Bulletin 1947 Consumer Analysis 
of the Philadelphia Market.” Simply use your 
letterhead and write: National Advertising De- 
partment, The Evening Bulletin, Philadelphia 5, 


Pennsylvania. 


IN PHILADELPHIA—NEARLY EVERYBODY READS THE BULLETIN 


Western Chief 


' rector of sales research for Servel, 


| manager, 
|ern manager. 


| tion of the ‘‘vital importance to the | 


Advertising Age, March 10, 1947 


Perfected after Years of Research 
in SWIFTS Food Laboratories and Home Economic Kitchens 
...AN AMAZING NEW-TYPE LARD 


SO REVOLUTIONARY IT MARKS A NEW ERA IN FOOD HISTORY 
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AFTER 20 YEARS' RESEARCH—Swift's bland lard, sold in a few markets dur- 

ing the war, is now out in a large area of the U.S. This large-space newspaper 

announcement quotes President John Holmes and Martha Logan, “chief home 
economist,’ on its unusual attributes. 


Hill Will Join | a a uy chad 
ANPA Bureau as 


of the 
AMA’s planning committee; chair- 
/'man, marketing committee of Na- 
{tional Distribution Council, and 
active with the U. S. Chamber of 
New York—Lyman L. Hill, di-| Commerce and National Federa- 
tion of Sales Executives. 
Inc., Evansville, Ind., and immedi- He will take charge of the bu- 
ate past president of the American | reau’s new western offices at 36) 
Marketing Association, will join|N,. Michigan Ave. on May 1. 
the Bureau of Advertising, ANPA, 
on April 7 as western manager, in | F 
Chicago. NAB Appoints Swezey 
Dent Hassinger, acting western | The National Association of 
becomes assistant west- | Broadcasters has appointed Rob- 
| ert D. Swezey, vice-president and 
Mr. Hill was chosen in recogni- | general manager of Mutual Broad- 
casting System, as chairman of 
the special standards of practice 
|committee. The next meeting o! 
>~ | the committee will be held March 
said| 31 at the Waldorf-Astoria, New 
national di- | York. 


American economy of the Midwest, | 
where 40 of the nation’s 100 larg- | 
est advertisers are located,” 
Alfred B. Stanford, 


NOW, MORE THAN EVER 
YOUR ADVERTISING IS NEWS 


For greatest effectiveness and fastest re- 
sults spot your advertising in Industrial 
Equipment NEWS where specifiers and 
buyers for the larger plants in all indus- 
tries are accustomed to looking for prod- 
uct NEWS and information in finding their 
current needs. 


COST? 
(INDUSTRIAL EQUIPMENT NEWS | <= praeegyed 
vo cecil temracet rear warcmais ONLY $95 


TO $102 A MONTH 


DETAILS? 
+ for pre WRITE FOR 
ACTION pvertsins “THE JEN PLAN” 


INDUSTRIAL EQUIPMENT 
NEWS 


Thomas Pub. Company 


461 8th Ave. NYC 
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e PREFERRED Audience 
In Chieago for Advertisers 


eached Through the SELECTIVE 


Mass Cireulation of the 
Chieago Daily News 


CHICAGO 


C he Most IMPORTANT Million 


Buyers for What You Have 


to Sell 


Everybody wants to buy. But— 


Some people are able to buy a greater 
quantity of things than other people. Some 
people are able to buy a greater variety of 
things than other people. 


Every business man wants to sell, But— 


The business man can’t sell anybody 
beyond the individual’s financial ability to 
buy. And that’s where SELECTED mass cir- 


culation comes in. 


The Chicago Daily News is Chicago’s 
SELECTED mass circulation newspaper. It is 
Chicago’s HOME newspaper with more than a 
million readers. These readers are the most 
IMPORTANT buyers in this great Midwest 
trade center. A brief study of the INCOME 
PANEL on the left will tell you why. 


Chicago Daily News families are always 
buying—buying—buying! No advertiser can 
expect MAXIMUM returns from the Chicago 
market without using the Chicago Daily News. 
It’s SELECTED mass circulation that does it, 
bringing your selling message to the most 
IMPORTANT million buyers in the important 


Chicago area! 


For 71 Years Chicago’s HOME Newspaper 


LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Plaza 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICACO 


DAILY NEWS 


DETROIT OFFICE: 407 Free Press Building 


SAN FRANCISCO OFFICE: 


Hobart Building 
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Green Joins Astorloid 


Irving Martin Green, formerly 
merchandising manager of R. H. 
Macy’s Supremacy division, has 
joined Astorloid Mfg. Company, 
New York, manufacturer of Stylon 
plastic combs and brushes, as ad- 
vertising and merchandising di- 
rector. 


JWT Promotes Shirey 


Robert B. Shirey, senior service 
representative of the Los Angeles 
office of J. Walter Thompson Com- 
pany, has been appointed man- 
ager of the office, effective March | 
15. He succeeds Norton W. Mogge, | 
who has resigned. 


Fn 


opto le SUAS) 


THE LETTER SHOP, oom 


@2 G Dearborn St., Chicago 5, Hlinois 


Eastern Railroads 
Explain Fare Bid 
in Newspaper Ads 


| Say Frozen Rates, 
| Soaring Costs Make 
Boost Necessary 


New YorK—A three-way drive 
| for increased railroad fares was 
opened last week by eastern rail- 
roads through their association— 
the Eastern Conference of Rail- 
road Presidents—and individually. 

The conference took large space 
in newspapers of eastern cities 


fares frozen at 1940 levels, while 
costs have 


highballed upward. | 
Supplementing the all-type first! one-way coach fares and .2 cents| by the other roads, is pressing for 


ad will be a cartoon second in- 
sertion. 

The copy, which broke March 3, 
said in part: “Like a locomotive 
with a train that’s too long for it, 
present fares just haven’t got the 
paying power to pull postwar 
costs... Average wages paid have 
risen 47% (plus 4% for security 
benefits under the Crosser Act)... 
Our materials and supplies have 


‘gone up 60% above prewar 
| prices. . . Our tickets could well 
|be printed in red ink ... our 


| average passenger is now carried 
at a loss.” 

The Eastern Conference account 
is divided by Foote, Cone & Bel- 
ding and Al Paul Lefton Com- 
pany, agencies which handle, re- 
spectively, the New York Central 
(which started its own campaign) 
and Pennsylvania accounts. 


| The copy, which on the premise | 
over 50,000 to tell their problem: 


that “fare enough is fair enough,” 
|said the lines were requesting an 
increase of .3 cents per mile on 


per mile on Pullmans and parlor 
cars, was timed to coincide with 
newspaper stories announcing the 
appeal to the Interstate Commerce 
Commission. 

The last permanent rate boost 
was granted the roads in 1936; 
1942 they were granted a 10% 
increase to terminate six months 
after the end of the war, and last 
fall this 10% increase was made 
permanent. 


NYC Seeks Other Increases 


A notable absentee in the list 
of petitioning railroads was the 
New York, New Haven & Hartford, 
but only because the New Haven 
had beaten the other lines to the 
punch, and had filed its own peti- 
tion Jan. 2. The New Haven is 
unique, in that passenger revenue 
exceeds freight, and it is pri- 
marily dependent on passenger 
revenue. 

The New York Central, in addi- 
ition to the rate increase asked 


AIN'T VERY PURTY, but this 136-line newspaper 
series for Meister Brau, BBDO Chicago client, has 


hit a ten—strike for 


readership and results. 


Reasoning behind it is that an amusing cartoon 
gang, appearing regularly on sports pages, will 


win a following same 


as an editorial feature. 


and a following for the sponsor's product. 


NEW YORK + BOSTON + BUFFALO * 


CHICAGO + MINNEAPOLIS * 


"BEST SMALL BAND in the land" 
Downbeat and Metronome polls. 


PITTSBURCB 
SAN FRANCISCO + 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


* CLEVELAND « 
HOLLYWOOD + 


DETROIT 
LOs ANCELES 


in 1946 Esquire, 
The King Cole Trio 


in eight weeks won for Wildroot the highest NBC 
Saturday daytime commercial rating in four years. 


Local disc jockeys boost show 


by using BBDO 


weekly patter sheets to build their own recorded 


"King Cole Klub" programs. 


HEADLINE AT BOTTOM? Car cards of New York Tele— 
phone Company carry major display in this unusua] 
position because tests show that transit riders 


read advertising mes 


sages from the bottom up. 


Copy can be longer than for roadside posters be- 
cause subway riders (261,470,758 a month inN.Y.C.) 


stay put for an average of over 


23 minutes. 


HIGH TICKET ITEM gets high readership. 


advertising, prepared 
Aviation Inc. 


"Navion" 


for North American 
by BBDO Los Angeles, 


ranked ninth 


among an average of 59 advertisements in four 
issues of Time. Twelve per cent of men "read most." 
Series runs in color and black-and-white in 


news, business, travel 


, aviation magazines. 


in|seats of all its trains. 


FF 


Advertising Age, March 10, 1947 


a $2.50 increase in monthly com. 
mutation tickets and $2 in schoo} 
commutation tickets. The Centra) 
will take space in on-line citig 
and in commuter area newspapers 
and will have a booklet placed op 
Twelve. 
trip and 26-ride fares will go up 
20%. 

The Central’s copy stresses that 
only three ways of making end; 
meet exist—subsidies, tax adjust- 
ments and self-support, and ac- 
vocates fare increases as the “free 


enterprise way.” 

These campaigns will be sepa- 
rate from the three-associatioy 
campaign starting this month (AA. 
Feb. 17) with McCann-Erickson. 
Inc., directing the drive. 


LOIRE BROPHY 

New YorK—Loire Brophy, na- 
tionally known employment coun- 
selor and a founder of Personne! 
Associates, Inc., died Tuesday at 
her home here after a short illness, 

Mrs. Brophy, the wife of John 
Harrington McNeil, former man- 
ager of WJZ, pioneered in _ job 
/evaluation and analysis, and 


| through her organization became 
personnel analyst and executive 
counselor for many advertising 
'and publishing firms. She was well 
|known as a lecturer, writer and 
radio speaker. Her latest book, 
“There’s Plenty of Room at the 
Top,” was published by Simon & 
Schuster in January. 


DOUGLAS G. MELDRUM 


New YorK—Douglas Grant Mel- 
drum, 52, New York manager and 
vice-president of the Advertising 
Council, died Monday at his home 
here. 

Previously general sales man- 
ager of the Package & Container 
Corporation, Mr. Meldrum joined 
the staff of the Advertising Coun- 
cil in 1942 and was in charge of 
its recruiting efforts. 


JAMES P. FLETCHER 

Cuicaco—James P. Fletcher, 64, 
manager of the Chicago advertis- 
| ing office of Wallaces’ Farmer & 
Iowa Homestead and of Wisconsin 
| Agriculturist & Farmer, died here 
| March 4 after a long illness. M: 
|Fletcher served with the tw 
| Pierce farm papers for more than 
| 25 years. 


| vidi 
G. A. MacDONALD 

| CHicaco—George A. MacDonald, 
| 68, who retired Feb. 1 as vice- 
|president in charge of sales 

| Quaker Oats Company, died Tues- 
| day after a brief illness. He had 
|'served with Quaker Oats for 50 
|years and has been sales vice- 
| PeSEHEERS since 1934. 


| Agency Moves Offices 
Gregory & House, Inc., Cleve- 
|land agency, has meved. its of- 
| fices to 33 Public Square. 


CANNOT BE SOLD 
| FROM THE OUTSIDE 
| 


Concentrated Circulation! 


92% of the Times 14,906 ABC 
circulation is home-carrier-deliv: 
ered with a 73% Bayonne famil) 
subscription. Get your story int 
a majority of the homes 8)! 
evenings every week. 


‘THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 

Sales Representativ" 
NEW YORK CHICAGO 
MOREA RRA ne NEY NMR 
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=_ networks will begin to take form this year. And, sooner 
than you think, television will be thrilling not only spectators in our 
largest cities but also “‘see-ers” in hamlets, in villages, on farms and 
in cities from coast-to-coast. This television dream is coming true 


through the miracle of microwave relay towers. 


The importance of television for the millions prompts Science Illus- 
trated to report fully on this intriguing topic. The activities of tele- 
vision engineers and scientists in the Helderberg Mountains, the capa- 
bilities of the microwave relay towers and an exclusive picture of the 
tower itself are all found in the article, ‘‘How to Give a Short Wave a 


Long Range” in Science Illustrated for March. 


This treatment is typical of Science Illustrated’s modern method of 
interpreting science. For today science dictates daily living; fashions 
future existence. Cars, foods, clothes, radios, sports, hobbies, houses, 
medicines, weather, transportation and thousands of other products 


and services are influenced by science. 


So Science Illustrated is edited to keep minds in step with the times— 
to show science in terms of daily and future living so that they who 


read may enjoy as well as understand the fascinating facts of science. 


Pertinent Facts About 
SCIENCE ILLUSTRATED 


* 


Alert—Intelligent— Demanding Audience 
* 


Intense Reader Interest 


* 


Proved Strong Advertising Response 
a 


Circulation Average of 400,000 Copies 
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re y\. 43: by an alert, wide-range 


editorial concept, SPORTS AFIELD is now 


far and away the World’s No. 1 sportsmen’s 
magazine. Over 700,000 sportsmen buy this 
unquestioned leader. Wide-awake space 


buyers are taking advantage of the fact that 


SPORTS AFIELD not only provides the largest 
circulation but also the lowest-cost 
coverage of men who buy the 


best of everything. 
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Public Relations A,B,C’s - 


The Kenosha Manufacturers’ As- 
sociation manual of public rela- 
tions, part of which is presented 


beginning on Page 50 of this issue, | 
will seem elementary and childish | 


to accomplished practitioners in 
this field. But it is for this very 
reason that we have decided to de- 
vote a considerable amount of 
space to it. 

Public relations is the fashion 
of the day, as well as the need of 
the hour. There can be no ques- 
tion of the need for developing 
more thoughtful human relations 
and more common confidence be- 
tween business, labor, government 
and the general public. Yet even 
the most accomplished practition- 
ers in the field seem to have some 
difficulty defining public relations 
and outlining its scope, functions 
and techniques. Evidence of this 
confusion has appeared in Public 
Opinion Quarterly, the “scientific” 
publication of the business, pub- 
lished by Princeton University, in 
the pages of which a controversy 
has been raging over exactly what 
public relations is. 

Like all concepts which are es- 
sentially ethereal, no matter how 
important and valid, the concept 


of effective public relations is dif- | 


ficult for the ordinary man to 


grasp. Manufacturers and business | 


men generally have been told that 
they must “improve their public 
relations,” “educate their em- 


ployes,” “improve home town opin- 


ion of their companies,” etc. In| 


general, they have agreed, but 
they have had little’ practical 
knowledge of how to go about the 
task. 

In far too many cases, the ether- 


eal concept of public relations has. 


been carried out with even more 
ethereal discussions of “the Ameri- 
can way,” “free enterprise” and 
similar high - sounding phrases 
which mean different things to 
different people, and very little to 
most. 

That was the situation in Ke- 
nosha, a highly industrialized 


Wisconsin city close to the Illinois | 


border. The manufacturers there 
decided to meet the problem head 
on by assuming—correctly, we be- 
lieve—that scientific and technical 
discussions about public relations 
were of little value, and that too 
much confusion and _ too little 
understanding had been generated 
‘in the past. 

The simple little manual which 
the association’s public relations 
committee has put together can be 
understood by anyone. It takes 
public relations right down to the 
grass roots, makes its operation 
and its function clear, and above 
all else indicates how any com- 
pany, of any size, can improve its 
human relations. For that reason 
it is worth while reading for 
everyone. 


Keep Advertising Clean 


During the war, when sales were 
the smallest of all business prob- 
lems, advertising probably hit an 
all-time high for public service, 


good taste and devotion to the 
greatest good for the greatest 
number. 


Now the battle for sales is on 
again full blast in some fields, and 
is rapidly approaching that condi- 
tion in all fields. And, as might 
have been expected, the high- 
minded advertising which marked 
the war period is being replaced 
with hard-hitting selling copy. 

This is as it should be. Adver- 
tising is a selling tool, and its 
prime function in a dynamic econ- 
omy is to sell. But it has already 
become clear that advertising will 
have to watch its collective step 
than ever before, 
rd-selling copy turn into de- 

copy. A from the 
high standards achieved in recent 
even though it may repre- 
efforts of only a small 
minority of advertisers—will bring 
down upon the head of advertising 


more carefully 
lest ha 
ceptive lapse 
years 


sent the 


|the wrath of many people who 


even now tolerate it, rather than | 


approve of it. 

If advertising is to be clean and 
decent and inoffensive to public 
tastes and morals, everyone con- 
nected with advertising must con- 


stantly be on his guard to see that | 


his own advertising lives up to the 
standards set, and that others do 
likewise. Pious but ineffective dis- 
claimers that ‘“‘only five per cent of 
advertising is bad’ won’t be very 
helpful this time. 

Movements to set up controls 
over advertising have been in op- 


eration for many years, many of 
them with remarkable _ success. 
Closer integration of this move- 


ment and more careful analysis of 
what is good and what is not good 
in advertising are needed, along 
with still more effective methods 
of policing. We know of one im- 
organization which has 
given this entire subject consider- 
able thought in the past year or so. 
We hope its final development will 
not be too long delayed. 
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—Pepsi-Cola Company 


‘Someone from the U. N. wants an accounting of our ‘airpower'’."’ 


Two-Fisted 
Periodically we like to remind 


all of our readers that to err is 
chronic. 


shyly. “To call it beautiful is a 
cliche. I can only say this jewel 
of a motion picture, this unspeak- 


Herewith the copy of | ably moving film, gave me an 


Dallas Fort Worth Brewing Com- | emotional experience I never had 


pany, which makes Bluebonnet 


beer. 


* b nest beers of today tine 


BLUEBONWET BEER North Texas famous FIRST tor 
THIRST 


DALLAS FORT WORTH BREWING COMPANY © DALLAS, TEXAS 


| pants. . 


before. 

“One does not praise the partici- 
. Profound gratitude is in 
order. . . You have to thank the 
M-G-M studio. .. You are grateful 
for the acute discrimination of 
Producer Sidney Franklin and Di- 
rector Clarence Brown... The cast 
—well, thank heavens for such 
gripping and intelligent perform- 


ances, such honesty. Indeed, 
thank God for all people concerned 
in this wonderful film... .” 


We are probably unappreciative 


_of the restraint exercised by most 


/agencies in 


the preparation of 
copy. The crisp copy phrases clip 
across the printed page, and if it’s 
glib, it certainly isn’t slushy. The 
dewy report briefed above shows 
only too clearly what can happen 
to words in print—and seldom 
does, thanks to some hardboiled 
copy supervisors who can dis- 
tinguish between selling copy and 
conversation at Schrafft’s. 

Mr. Fante’s copy reminds us of 


As you see, the headline notes|an Army lecture we sat through 


“Famous Firsts,” and we have it| once, conducted by a gentlemanly 


on the authority of Grant Adver- | colonel suffering from dysentery. 
| As he interrupted the lecture from 


tising’s account exec on the ac- 
count that the brewer had “scores 
of letters, wires and phone calls” 
noting a real “famous 

man with two right hands. 


Prose Praise 


first’”’—a | 


| 


time to time, he had a stock ex- 
cuse—“TI hope you’ll pardon me, I 


am powerfully and unspeakably 
moved.” 
Jottings 

Gahagan, Turnbull & Co. will 


Elsewhere in this issue you may | 


read the details of M-G-M’s slick 
approach to “The Yearling” copy, 
which entails having a writer fa- 
miliar to the readers of each maga- 
zine write a report on the picture 
to run as an ad in the particular 
publication. 

Just in passing, though, we think 
we ought to call your attention to 
the report by John Fante for the 
readers of Woman’s Home Com- 
panion, which somehow surpasses 
the wildest dreams of any copy- 
writer. 

“It is almost impossible to speak 
of ‘The Yearling’ without an un- 
easy reverence,” Mr. Fante begins, 


| March 


use a low-flying plane on beaches 
next summer, which will emit a 
leering whistle at sunbathing girls, 


and a sales talk for Gallowhur 
Chemical’s Skol. . . 
We don’t know that it’s sig- 


nificant, but the National Antiques 
Show, to be held in New York 
10-16, is a division of 
Leader Enterprisers, publisher of 
Civil Service Leader... 
Headline in the Akron Beacon 
Journal, “Mercury Skids 37 to 


= 
vw. 


Bars account for only 40% of | 
total liquor sales, Wine and Liquor | 
Retailer, New York, reports. . . 


plant capacity, 
‘dustry shifts, 


The following documents may 
secured without charge from com. 
panies sponsoring them, or throu) 
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No. 2764. The Metalworking I[n- 
dustry Reports on Prospects 
for 1947. 

Trends, and the 1947 outlook for 
the metalworking industry are 
discussed in this brochure, the ma- 
terial for which was prepared by 
the editors of Steel, a Penton pub- 
lication. Graphs and charts jl- 
lustrate coverage of production, 

employment, in- 

costs, prices and 
profits. 


No. 2765. Chicago Is the Second 
Largest Theater Market. 

Chicago Stagebill has issued this 
booklet printed in the style of an 
actual Stagebill and carrying 
typical ads of various unit sizes, 
Tables show distribution for 1946 
and for the past seven years, rates, 
mechanical requirements and the 
cost record for a typical adver- 
tiser. 


No. 2766. 1947 Buying Require- 
ments of Iowa Farm Families. 
1947 Buying Requirements of 
Wisconsin Farm Families. 

Wallaces’ Farmer, Iowa, and 
Wisconsin Agriculturalist have is- 
sued these pamphlets, which give 
detailed percentage breakdowns of 
intentions of farmers in these 
states to buy new materials or 
equipment, or to make repairs. 

The items include buildings, gen- 

eral automotive and field equip- 

ment and home conveniences. 


No. 2767. 
Era. 


Facts and forecasts on shoe:pro- 
duction and consumption, illus- 
trated by graphs and tables, are 
provided in this booklet, issued b) 
Boot & Shoe Recorder. Back- 
ground material includes tables 
showing production of shoes by 
major types, pairs per capita, esti- 
mated consumption by major types 
and estimated per capita consump- 
tion by major types from 1880. 


Shoes in the Postwar 


No. 2746. Let’s Measure a Typical 
Subscriber. 

The Rotarian, in this booklet, 
uses its calipers and totes up a lot 
of facts about a typical subscribe: 
Home ownership and the kind of 
equipment and appliances used 
income, automobile ownership a 
buying plans (or hopes) for new 


/cars; data on hobbies, sports, reac- 


ing habits and numerous other de- 
tails are given. The Rotarian al 
has published a Don Herold book- 
let called “88 Men I’d Like 
Have on My Side if I Were an 
Advertiser or —I Take a Sample 
Look at 88 Readers of The Ro- 
tarian in a Typical America 
Town—Vincennes, Ind.” 


No. 2756. Ranchmen Want to Buy’ 


A ranch survey made by TI 
Cattleman is analyzed in _ this 
folder, which covers, along witi 
some facts and figures on ranch- 
men and ranch operations in gen- 
eral, 22 items — not including 
everyday necessities—that ranch 
men want to buy. The items in- 
cluded in the want-to-buy surve: 
include such things as water sys- 
tems, windmills, pick-up truck: 
fencing, minerals, etc., and indi 
cate an immediate potential mar- 
ket of over $500,000,000, the folder 
says. 
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The Hearst Newspapers on 


Red Fascism 1n 


the U. 


ON JANUARY 6, 1935, THE HEARST NEWSPAPERS PUBLISHED 
THE TEXT OF A RADIO ADDRESS — 
“GOVERNMENT BY THE PROLETARIAT’—BY 


Wiltiam Randolph Hearst 


IN THE COURSE OF WHICH, MR. HEARST SAID— 


“Well, citizens of free America, do we want the 
cruel class rule of the proletariat in our country? 


“Do we want a dictatorship based upon force 
and limited by no kind of law and absolutely no rule? 


“Do we want to see the violent overthrow of the 
entire traditional social order? 


“Do any genuinely American workers want to 
see the American working class led towards revolu- 
tionary class struggles? 

‘Do our farmers want to be starved to death to 
support a red army, a blood-stained army which 
will murder them? 


“Do our competent business men, who have built 
the wealth of this nation, want to be plundered and 
driven out of business by a thriftless and shiftless 
crew of organized incompetents? 

“Do our orderly political leaders want to be re- 
placed by a revolutionary band of ruthless assassins ? 

“Does anybody want the bloody despotism of 
Communism in our free America except a few in- 
curable malcontents, a few sap-headed college boys 
and a few unbalanced college professors, who teach 
the young and inexperienced that the robbery and 
rapine of Communism is~ God save the mark 


ideology ? 


AMERICAN | 
| ay 


¥f 4) 2 


as 


Ss 


The Hearst Newspapers know that the Red 5th Column 
has infiltrated our labor unions, our colleges, even the upper 
levels of our government in Washington to a degree that 
would shock and alarm the average American. 

The Hearst Newspapers will continue to fight Communism 
and every other ism that preaches the overthrow of free 
government in America. 
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BMB Releases 
New /80-Page 


‘Area Report’ 


800 Radio Station 
Audiences Listed; 
Copies Available 


New York — Broadcasters, 
vertisers and advertising agencies 
throughout the country last week 
began receiving a big bundle of 
statistical information —the vo- 
luminous (780 pages), long awaited 
“area report” of the Broadcast 
Measurement Bureau. 


The weighty volume, containing 


the findings of a monumental, un- 
precedented survey made in the 
spring of 1946, shows the day and 
night audiences of 800 radio sta- 
tions in 3,500 U. S. and Canadian 
counties and 1,200 cities. Contained 
in the 578-page main section is all 
the information which went into 
the BMB’s individual station audi- 
ence reports issued last fall. 

Upwards of 1,500 copies of the 
area report started going into the 
mail March 3 to BMB subscribers, 
including 706 radio stations, mem- 
bers of the American Association 
of Advertising Agencies and the 
Association of National Adver- 
tisers. 


Sells Copies at $35 


In line with BMB’s policy of 
“complete disclosure” of its find- 
ings, additional copies of the re- 
port are available, at $35 apiece, 
to anyone. The bureau is anxious 
to make it known, said Executive 
Secretary Phil Frank, that copies 
may be purchased by radio repre- 


sentatives, retailers, non-AAAA 
agencies and non-ANA _ adver- 
tisers. 


BMB also will make copies of 
the report available at cost to edu- 
cational institutions, said Mr. 
Frank. The exact amount of the 
special reduced price for such 
buyers will be announced soon. 

The state-county-city section of 
the area report permits a reader 
to look up any county or measured 
city and see at a glance the total 
number of radio families and all 
the stations that are listened to at 
least once a week by 10% or more 


é 


iS BEST FOR 
LOOSE-LEAF BINDING 
The outstanding advantages 
of Swing-O-Ring 

multiple ring page security 
..@asy poge insertion 

and compact construction 
cre available in a wide 
range of binder sizes for 
all purposes 
SEND FOR FREE SAMPLE 
SWING-O-RING BOUND MEMO BOOK 

Sing ORing 

Division of The Fred Goot Co, Inc 
314 DEAN STREET 
BROOKLYN 17, N. Y 


of the radio families, together with 
the actual day and night audiences 
of the stations they hear, expressed 
numerically and as a per cent of 
the total radio families. 


Other Features Included 


Other sections of the report in- 
clude: (1) a metropolitan district 
|summary of station audiences; (2) 
a station-city index showing for 
each city its 1940 population, 1946 
‘radio families and the _ stations 
| situated in the city, together with 


pa? 


their power, frequency, network 
affiliations, home city day 
night audiences and total day and 


night audiences; (3) a similar tab- 


ulation which lists the radio sta- 
tions alphabetically by call letters; 
(4) an explanation of the tech- 
niques and procedures used in de- 
termining station audiences and 


/mechanical processes used in tabu- 


lation of them; (5) a glossary; (6) 
directions for using the report, 
and (7) a statement of BMB rules 
and regulations. 


The Canadian supplement shows 


and | U. S. and Canadian station audi- 


ences by Canadian counties or 
census divisions and cities. In the 
| Canadian survey, BMB had the 
|full cooperation of the Canadian 
| Bureau of Broadcast Measurement. 

BMB currently is getting out re- 
prints of tabulations on the Cana- 
dian audiences of U. S. stations 
and figures on the U. S. and Cana- 
dian audiences of Canadian sta- 
tions. 

BMB’s third major project, the 
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network report, following up 

| station and area reports, is be 
/rushed to completion. Tentat 
| release date on the network rep 
|now is April 1, Mr. Frank said. 


Firman Leather to Bart 


Firman Leather Goods Corpora 
tion, New York manufacturer o 
| Maximillian luggage, has ap 
pointed Stuart Bart Advertising, 
New York, to handle advertisin: 
|in national magazines, newspapers, 
| business papers and direct mail. 


| 
| 
} 


ad- | 


The 


morning, 


The Sundar 


than 9,250,000 


Great Britain. 


Anyatnd 


evening, Sunday and 


over Great Britain. 


Journal of the Middle Classes 


DAILY GRAPHIC - SUNDAY GRAPHIC 


The National Picture Newspapers 


SUNDAY EMPIRE NEWS 


The popular National Sunday Newspaper 


THE DAILY DISPATCH 


Most influential in the Industrial North 


DAILY RECORD -SUNDAY MAIL 


Scotland’s National Morning and Sunday Newspapc’s 


have a combined net paid circulation of more 
copies per issue which vast) 
exceeds that of any other newspaper group 


SLEY 


Largest 


weekly 
newspapers of Kemsley Newspapers Ltd., afford 
advertisers the most effective means of selling 
to all classes, all 
thirty newspapers, led by 


SUNDAY TIMES 


The best-informed Sunday Newspaper 


SUNDAY CHRONICLE 
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Norfolk & Western 
Joins Railroads 
Using Storm Ads 


ROANOKE, Va.—The latest rail- 
ad to climb aboard the stormy 
eather bandwagon is the Norfolk 
Western Railway, which has 
unched a public relations cam- 
ign in 33 dailies and 79 weeklies 
on-line cities. 

Headed “I know my daddy will 


be home at 7:35,” the advertising 
illustration shows a little girl wait- 
ing beside a window outside which 
the snow is drifting down. 

Text says ‘‘That howling weather 
outside won’t stop his train on the 
Norfolk & Western. 
is a pretty wise fellow. He didn’t 
accidentally decide to come by 
train. A lot of things helped him 
form the train-travel habit .. . 
safety, reliability, economy. And 
you, little miss, are one of the very 
big reasons why he travels by 


Your daddy. 


train. So let it snow! Icy high- 
ways and storming skies won’t stop 
your daddy .. . home again when 


you expect him safe and 
sound.” 

Houck & Co., Roanoke, is the 
agency. 


Promotes Wolfgong 


R. Clyde Wolfgong has been 
promoted to sales manager of 
Grinding Wheel division of the 
Electro Refractories & Alloys Cor- 
poration, Buffalo. 


Optical Firm Names Two 


Bausch & Lomb Optical Com- 
pany, Rochester, has named Ray- 
mond H. Anderson as sales man- 
ager of the opthalmic division and 
Lysle M. McKinley as sales man- 
ager of the instrument division. 


Appoints Roland Mead 


Roland I. Mead, formerly with 
Process Controls Corporation, has 
been appointed director of sales of 
the American Industrial Company, 
Buffalo. 


weekly 
l., afford 
f selling 
These 


1 


«SSes 


APHIC 
vS 


per 
, 
H 


rth 


MAIL 
Pwspap.'s 
of more 
1 vastl\ 
roup 0 


VER since primitive man traded his first 
crude wares, free enterprise has been the 


life-blood of commerce. 


And, to-day, leading 


industrialists throughout America and Britain 
are looking to free enterprise to restore the 
full flow of international trade. 


In Britain, the cause of free enterprise is 


vigorously 


Newspapers — Britain’s 


championed by 
lar gest 


the 


Kemsley 
newspaper 


organisation. This means that every American 
advertiser seeking access to the British market 
through the Kemsley Newspapers will have 
a “friend at court.” 


EV 


SPAPERS 


Yevspaper Ongantsation 


It’s a little 
embarrassing 
blowing your 
own horn 
but... 


THE 


AMERICAN 


WEEKLY 


Circulation vo 


9,052,251 


P.S. These are the official ABC figures 
for the 20 distributing units, 6 months 
ended September 30, 1946. 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 


merchants. 


THE AMERICAN 


\VEEKLY 


“The Nation’s Reading Habit” 


A Hearst Publication 
63 Vesey Street, New York 7, N.Y 
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To Davis-Harrison 


Gadget of the Month Club, Los 
Angeles, a mail order business} Simmonds, Los Angeles. Direct| general manager of WPEN and 
which sends newly patented gad-| mail will be used. WPEN-FM in Philadelphia, and 


— =e TR Neon Opens Offices 


gets to mechanical enthusiasts, has ‘Simon Joins WLIB 
placed its aceount with the Holly- : 
wood office of Davis-Harrison-| Arthur Simon, who has been 


WOV in New York, has been ap- 
pointed sales manager of WLIB, 
New York Post station. 


Neon Products, Lima, O., maker | . 
of illuminated signs, has opened | L© Pan American 
_new offices and display rooms in The Australian Trade Chronicle, | 
Chicago at 4817 Sheridan Rd. A. B.| Sydney and New York, a quarterly 
| Bryan |.as been named by M. J. review designed to promote Aus- 


Representatives, New York, as its | 
representative in the United States | 
and Canada. | 
ee | 
To Brisacher, Van Norden 


King’s Men Toiletries, a divi-'| 
sion of 42 Products Ltd., Los An- 
geles, has appointed the Los 
Angeles office of Brisacher, Van 
Norden & Staff to handle its ad- 
vertising. The agency has been 
handling 42 shampoo and 42 hair 


Ae Pegg 
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Brewers Plan to 
More than Double 
‘47 Ad Campaign 


New YorK— With no graiy 
shortage to curtail its activities, in 
contrast with last spring, the 
United States Brewers Foundation 
is prepared to more than double 
its advertising program in 1947. 


ST. JOSEPH NEWS-PRESS 
— OP Owens, vice-president, as manager tralian trade relations, has ap-| oil tonic, and now will direct the 


| ; ‘ Total expenditures in newspa- 
of the new offices. pointed Pan American Publishers! company’s entire program. 


pers alone will be almost doubled, 
color bleed pages in general maga- 
zines (discontinued last March) 
are being resumed this month, 
j}and farm, medical and veterans’ 
| publications will be scheduled on 
a continuing basis. 

General magazine copy will 
again feature the artwork of noted 
American illustrators, among them 
Douglass Crockwell, Steven Do- 
|} hanos, Norman Rockwell, John 

| Falter and Mead Schaeffer. First 
ad in this ‘Home Life in America” 

series depicts a family musicale, 
| with beer occupying an accepted 
| place in the scene. Collier’s, Life, 
| Look, U. S. News and Woman's 

Home Companion will be sched- 

uled, 13 times yearly for the week- 
llies and 12 times a year for the 
| monthlies. 

Fifteen national and _ regional 
farm magazines, 15 national and 
regional medical publications, and 
American Legion and Foreign 
Service will feature the founda- 
tion’s trade character, Joe Marsh, 
who in newspaper insertions dis- 
cusses moderation, the business 
and taxation end of the brewing 
industry, dangers of prohibition, 
etc. 

The foundation, which has sched- 
;}uled insertions in about 1,600 
newspapers since 1938, will this 
year use 6,658 newspapers, and 
has increased the number of its 
Joe Marsh insertions from 30 to 40 
per year. 

In 16 states the foundation main- 
tains its own organization, which 
handles its own advertising and 
choice of newspapers. In three 
states no advertising is being run, 
and in the remaining 29 states the 
foundation is scheduling every 
weekly and daily in communities 
of less than 25,000 population ex- 


BRIGHTER than neon! 
mm cept those in metropolitan trading 
BETTER than neon! : areas. Greatest emphasis will be 
placed on the 2,700 counties where 
COSTS FRACTION of neon! 


there is no city of more than 25.,- 
000, on the basis (revealed by sur- 
veys made by the _ foundation’s 
it's just the kind of display you need to put your product or me agency, J. Walter Thompson Com- 
service ‘way out in front. 1 attracts . . . identifies . . . SELLS. me pany) that prohibition sentiment 
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Offers New Potato Flour; 
Appoints Feldhusen 


Potato Products Corporation, 
Grand Forks, N. D., is introducing 
King of Spuds, a new potato flour, 
to the bakery trade. The milling 
of the flour will be done in a plant 
formerly occupied by True Foods 
Inc., East Grand Forks, Minn. 

Carl Feldhusen, formerly sales 
manager of Rogers Bros. Food 
Products Company, has been ap- 
pointed sales manager of the com- 
pany’s potato products flour divi- 
sion, with headquarters in Chi- 
cago. 
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ACKAGE INSERTS permit you to talk directly to 


os  paceasé user, just as the product is about to be 


used—to assure proper use; suggest various ap- 
plications; feature other products. 


Grace your Package Insert with plenty of EYE 
APPEAL, so as to command and hold the atten- 
tion of that user long enough for your message 
to get across. 


EYE APPEAL: Ingenuity in approach; neatness 
and smartness of layout and design; generous 
use of color, whenever possible; change of pace, 
to add NEW eye appeal. 


We can develop resultful EYE APPEAL on your 
package inserts—we've done it on over ONE BIL- 
LION, for leading American manufacturers. 


A USER OF YOUR PRODUCT... one of your 


best potentials for repeat and additional sales. 
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Franzen Develops 
Exact Method of 
Reader Analysis 


New YorK—Magazine advertis- 


ers, hungry for factual informa- | 


tion concerning the audiences to 
which they direct their dollars, 
will be interested in a new tech- 
iique of analyzing reader audi- 
ence developed by Dr. Raymond 
franzen, a member of the Maga- 


| 


zine Audience Group, an impar-| 
tial group of eight which analyzes | 


magazine readership and related 
problems. 

The new method has. been 
checked by the group, and was 
revealed a week ago by Good 
Housekeeping in a_ circulation 
statement, ‘Good Housekeeping 


Analysis of Circulation and Reader | 


Audience by Cities and Trading 
Areas.” 

By his technique, Dr. Franzen 
reports, it is now possible for an 
advertiser to ascertain with almost 


mathematical exactitude not only | 


the circulation strength but also 
the reader audience of magazines 
by cities, counties and trading 
areas. The idea for Dr. Franzen’s 
study was developed after an Elmo 


Roper survey showed that Good | 


Housekeeping had 3.1 readers per 


copy. This report was the fourth | 


of the Roper “Continuing Study 
of Women’s Magazine Audiences,” 
covering the December, 1945, and 
January and February, 1946, is- 
sues of Good Housekeeping. 

Franzen projected from this 
study “readers” figures showing 
the reader audience (the primary 
buyers plus the “pass along” dis- 
tribution—those who borrow or 
otherwise see a copy) for every 
city of 2,500 population or more, 
their trading centers and trading 
areas. 


Relations Are Shown 


Study of a survey sample in- 
dicates the following relations, re- 
ports Dr. Franzen: 

“Cities where the ratio of sub- 
scription to newsstand sales is 
high tend to have more readers 
per copy than cities where the 
reverse is true. 

“The smaller the city the more 
readers per copy it is likely to 
have, 

“The more concentrated the ur- 
ban population of a trading area, 
the fewer readers per copy it is 
likely to have. 

“Other things being equal, fewer 
readers per copy are in cities 
which have about 40% of the 


population with high school edu- 


cation or better. 

“As the city is removed from 
this point in either direction, read- 
ers per copy increase. Education 
here probably represents serio- 
economic status in general, rather 


har ©  eation in particular.” 
s Accurate Formula 
With. se relations, Dr. Franzen 


sstablished a multiple regression 
formula which will predict read- 
ing per capita within the sample 
well enough to obtain a correla- 
tion of .78 with obtained reading 
per capita. Thus, he explained, 
reliable estimates of reading can 
ve obtained from circulation and 
ither factors because there are 
ystematic relations between read- 
ng and these factors. 

Elements used in the formula 
pplicable to all magazines, are 
1) newsstand circulation of Good 
lousekeeping per thousand fam- 
lies; (2) subscription circulation 
Good Housekeeping per thou- 
sand families; (3) city size; (4) 
irban concentration within coun- 
ies, and (5) per cent of popula- 
ion 25 years and over with high 
chool education or better. 

The new Good Housekeeping 
‘eadership study contains two col- 
imns of figures—one showing ac- 
ual circulation of the magazine 


in every city in the United States 
of more than 2,500 population, | 
and the other showing Dr. Fran- 
zen’s report of the actual number 
of readers of Good Housekeeping 
in each city, trading center and 
trading area. 


Phelan Joins Orr 


Gladys Phelan, formerly associ- | 
ate copy chief of Lennen & Mit- 
chell, has joined Robert W. Orr & 
Associates, New York, as associate 
copy chief for the Jergens products. 


Shinnick Joins Y&R 


William L. Shinnick has resigned 
as advertising manager of Hills 
Brothers Coffee Company, San 
Francisco, to join Young & Rubi- 
cam’s contact department, New 
York, as account executive on 
General Foods cereals. 


Drops FM Band 


WTMJ-FM, the Milwaukee 
Journals frequency modulation 
station, which has been broadcast- 
ing over frequencies of 45.5 and 


92.3 megacycles in order to ac- 
commodate both old and new types 
of FM sets, has. discontinued 
broadcasting on the old 45.5 band. 
The station will extend its daily 


broadcasting period by an hour 
and a quarter, beginning this 


month, and will remain on the air 
from 3 to 10:15 p.m. 


Appoints Clifton 
Winifred Clifton, who edits the 


employe publication of Acme Steel | 


Company, Chicago, has been ap- 


pointed executive secretary of the | 


17 
American Association of Industrial 
Editors. She will assume her new 
duties officially at the March 13-14 
convention of the group in Pitts- 
burgh. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicage 1! 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


DAILY INSPECTIONS 


HE uniform high quality of 


Oxford Pa pers 


happy coincidence. It results from 
setting unusually high quality 
standards and adhering to them. 


On an average day some 5.000 
laboratory and production tests 
are made of the output in addition 
to the Oxford Research Depart- 
ment’s constant searc 


to make paper better. 


This continuous checking supple- 
ments the inbred skills of veteran 


DISASTER DANGLES! A DAYS PRODUCTION 
OF OXFORD PAPER ALMOST GOES THROUGH 
WITH ONLY 4.999 QUALITY INSPECTIONS 
INSTEAD OF THE USUAL 5,000 PER DAY. 


isn’t just 


operation from 


h for ways 


craftsmen. scores of whom have 


spent over 20 years making Oxtord 


Papers. Many families 


generations at the plant. 


Another important factor in 


boast three 


Oxford quality is the complete- 
ness of its operations. To begin 
with, it has vast resources of good 
pulpwood on which to draw. 
Then the mill manufactures pulp 
— performs every paper-making 


with direct quality control every 


230 PARK 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


start to finish, 


flex CIS Litho. 


I: ngravatone, 


Cartax, 


A quaset 


WESTERN SALES OFFIC! 
35 East Wacker Drive, Chicago 1, Il. 


step of the way. 


And added to this are Oxford’s 
many years of experience making 
over 1,000 miles of quality paper 
a day. So plan with Oxford Papers! 
Paper merchants in 48 key cities 


distribute them. 


Included in Oxford’s line of quality printing and label papers 
are: ENAMEL-COATED — Polar Superfine, Mainetlex, Maine- 
Mainefold and White Seal: 


UNCOATED 


Offset. Duplex 


Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


AVENUE, NEW YORK 17. 


Pe £ 
DISTRIBUTORS 


in 48 hey Cities 
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Sylvania Ups Lamar 


Robert E. Lamar, formerly an 
editor of company publications in 
the industrial relations depart- 
ment, has been appointed to the 
advertising staff of the radio tube 
division of Sylvania Electric Prod- 
ucts, New York. 


Appoints Gurley 

Roy Gurley, formerly on the ad- 
vertising sales staff of Simmons- 
Boardman Publishing Corporation, 
has been appointed business man- 
ager of Modern Railroads, pub- 
lished by Modern Railroads Pub- 
lishing Company, Chicago. 


IN HELENA, OVER 80% OF THE EAGLES 


OWN SHOOTING IRONS 


The monthly poll of Eagle Opinion showed that in 
Helena, Montana and three other typical Aeries 
83.6% of the Eagles in those cities own their own 
rifle or shotgun. We admit being a little surprised 
by that figure, too. This is just one example of 
what over 1,000,000 Eagles buy, and the Fraternal 
Order of Eagles is growing at the rate of 28,000 


each month. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


Lad 
Frome 


704 WARNER BUILDING + MILWAUKEE 3, WIS. 


. 


Survey Discloses 
Vacation Plans 


New YorK—Although about one 
out of every four Americans has 
not yet decided where he will 
spend his vacation time, a survey 
by American Magazine indicates 
that almost 2,000,000 U. S. families 
will spend about $430,000,000 for 
vacation purposes during 1947. 

The magazine determined that 
about 78% of its reader families 
intend to take vacations, and that 
all but 2% of these will go away. 
About 9% have decided definitely 
against taking a vacation, but 13% 
are still undecided, and presum- 
ably can be sold on a vacation 
trip. Vacation budgets this year 
will average about $220 per fam- 
ily, compared with $160 last year. 

The favored mode of transporta- 
tion will be the automobile, ac- 
cording to 68%, while railroads 
are next with 23%, and airlines 
rate the votes of 11%. California, 
Florida and New York, according 
to the survey, will be the big 


centers of vacation travel. Only 
7% indicated that they would 
leave the continental United 
States. 


Patriot Company Elects 
Morrison President 


Charles H. Morrison, former 
treasurer, has been elected presi- 
dent of the Patriot Company, Har- 
risburg, Pa., publisher of the Pa- 
triot and the Evening News, suc- 
ceeding the late Vance C. McCor- 
mick. He will also continue as 
general manager of the two news- 
papers. 

Other officers named are Mrs. 
Vance C. McCormick, vice-presi- 
dent; Benjamin F. Lantz, treas- 
urer, and Karl F. Achenbach, sec- 
retary and assistant treasurer. 


Name Fairchilds 

Donald R. Fairchilds, formerly 
advertising and sales promotion 
manager of Jack & Heintz Pre- 
cision industries, Cleveland, has 
been named sales promotion man- 
ager of the Cincinnati Mfg. Com- 
pany and the Cincinnati Fly Screen 
Company, subsidiaries of the F. C. 
Russell Company, Cleveland. 


... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


"Sales Management’; 1946 
Cotrrghied Survey 


NATIONAL REPRESENTATIVES... . 
NEW YORK - LOS ANGELES - DETROIT - CHICAGO - SAN FRANCISCO 


Only the dominant local 
newspapers tap this rich and 
isolated market. 


—~ THE SACRAMENTO BEE is 
-~  bome delivered to 9 out of every 


10 families in the ABC city zone 
. and to half the families in the 
19 county Sacramento market. 


. e, == THE MODESTO BEE is read by 8 


out of every 10 families in the 
ABC city zone . . . and by nearly 
half the families in the Modesto 
trading area. 


“-~ THE FRESNO BEE feaches 
8 out of every 10 families 
in the ABC city zone. 


O'MARA & ORMSBEE, INC. 


ou don’t need sleight of hand to interest the audience 
Y in California's Billion Dollar Valley. The favorite 
‘ocal newspapers do it for you—and only the local papers. 
Because this audience has as little interest in outside 
papers as Pittsburghers have in a Cleveland paper. 

More Valley people read The Sacramento Bee, The 
Modesto Bee and The Fresno Bee than any other com- 
bination of dailies—local or West Coast. So to get your 
sales-share in this Billion Dollar market, where ~ 
capita retail purchases top the U. S. average by 37%,* 
be sure your California schedule includes these three 
McClatchy newspapers. 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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Santa Fe Head 
‘Tells All’ in 
Folksy Message 


CuiIcaco—With 1,500-line news- 
paper copy running in 243 dailies 
in 184 cities throughout the coun- 
try including all on-line dailies. 
the Santa Fe (Atchison, Topeka & 
Santa Fe Railway Company) is 
offering a heart-to-heart message 
to passengers and shippers from 
the president of the line. 

The statement carries a “the 
war is over now and let’s talk 
things over” attitude that indi- 
rectly asks the indulgence of pas- 
sengers and shippers who have 
learned that the rosy pictures of 
postwar shiprving and travel hav: 
so far fallen a little short of th 
mark. 

Santa Fe tells what it is doin 
to make travel better, includin; 
sleepers that are wired for sound 
replacement of old hand an 
whistle signals by radio, and 
host of other innovations which, i! 
implies, will make railroading a 


Joy for everybody. 


In its copy, the Santa Fe asks 
for honest competition which, it 
Says, is what has made this the 
“gettin’ aheadest” country in the 
world. It pointed out how the com- 
pany is improving passenger serv- 
ice with additional trains, and is 
also extending its service to cover 
Los Angeles harbor. 

Santa Fe also says it is planning 
to establish an air operation to 
carry mail and freight in the Santa 
Fe territory, as submitted in an 
application to the Civil Aero- 
nautics Board. 

The copy also appears in such 
off-line cities as New York, Boston, 
Philadelphia, Pittsburgh, Wash- 
ington, Detroit and Cleveland. Leo 
Burnett Company is the agency. 


Hampden Watch to Doner 


Hampden Watch Company, Chi- 
cago, has placed its advertising 
with the Chicago office of W. B. 
Doner & Co. Magazines, business 
papers and direct mail will be 
used. 


Powell Appoints Hill 


David E. Hill, who during the 
war served as a public relations 
adviser in the Army, has been ap- 
pointed director of public relations 
of Powell Advertising, Inc., De- 
troit. 


Dictaphone Names Y&R 
The Toronto office of Young & 
Rubicam has been appointed by 
the Dictaphone Corporation, To- 
ronto, to handle its advertising. 


USE "= 


Anyone, anywhere can set 


type this new, practical way. 


Fast, econqmical —just the 


STICK 
a 


| 
thing for heads or complete | 
ads. Cardboard letters are | 

} 


automatically aligned when 


set into Fototype composing 


stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each | 
packed in a compact, refill- é 


able leatherette case. 


Ze 


ew 24 -Page 
Catalog 


| i 


1415 ROSCOE ST., CHICAGO 15, ILLINO 5 
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NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 
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11, SUPerior 0044 * 155 Montgomery Street, San Francisco 4, GARfield 7946 
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Circulation Up > 
Despite Danish 
Paper Shortage 


COPENHAGEN — Despite an_in- 
creasing shortage of paper in Den- 
mark, Danish newspapers, accord- 
ing to the Danish Audit Bureau of 
Circulation, have shown increases 
during the first half of 1946 com- 
pared with the first half of ’45. 

Berlingske Tidende shows an in- 
crease of about 7,000 daily circula- 
tion and about 12,000 Sunday. Its 
ABC figures are 191,453 daily and 
236,044 Sunday. Second was Poli- 
tiken, a liberal newspaper, which, 
while it showed a slight decrease 
in daily circulation, increased its 
Sunday circulation by 25,000 to 
bring that figure to 255,276. Two 
major weeklies showed substantial 
increases. 

Danish papers are now allowed 
to use 80% of the newsprint which 
they used in 1938, but there is 
strong likelihood that this amount 
will be reduced. The Ministry of 
Finance has ordered government 
offices to use as little paper as 
possible and a big campaign to get 
paper back to the mills is expected 
to start shortly. 


Dodge Starts New 
Catalog Service 


Sweet’s Catalog Service, divi- 
sion of F. W. Dodge Corporation, 
New York, has announced a new 
industrial catalog service for 
South America, with the first issue 
scheduled for September, 1947. 

The new “Catalogoteca SG, In- 
genieria e Industria” will be com- 
piled and issued by Editorial 
Golova, Buenos Aires, under 
Sweet’s supervision. Manufactur- 
ers’ catalogs in “Catalogoteca SG” 
will be distributed to 8,000 firms. 


Two Name Kimball 


Abbott Kimball Company, Los 
Angeles, has been named to handle 
the advertising of Linsk of Cali- 
fornia, Los Angeles, manufacturer 
of the Jolyn line of junior cotton 
dresses, and Juniors, Inc., Los 
Angeles manufacturer of children’s 
sportswear. Both will use na- 
tional fashion magazines and trade 
publications. 


‘Product News’ Bows 


Product News, new Canadian 
business paper, made its first ap- 
pearance last month, published by 
National Business’ Publications, 
Gardenvale, Que. 


Joins Lippincott Farris Names Mercready 


Thomas R. Sterck, formerly| Farris Engineering Company, 
general sales manager of Ethyl! Palisades Park, N. J., manufac- 
Specialties Corporation, has joined | turer of safety and relief valves, 
J. Gordon Lippincott & Co., New/|has appointed Mercready & Co., 
York, industrial designer, as busi- | Newark, to handle its account. 


ness manager. 
; se 'AMC to Launch Iron 
Joins WCOP Sales Staff Associated Merchandising Cor- 


Edward T. McCann Jr., formerly | poration, a group of 23 department 
with the commercial department) stores which combined for pur- 
of Station WTAG, Worcester,| chasing and marketing purposes, 
Mass., has been named a sales rep-| will shortly introduce the first of 
resentative of WCOP, Boston. its line of Dream appliances. The 


first is an iron produced by Hart- 
ford Products Company, priced at 
$9.95, and was introduced Feb. 24 
by AMC members in Detroit, 
Cleveland and Columbus. 


Milk Dealers Tell Costs 


Public complaints that milk) 


dealers are making too much 
money and that milk prices are 
too high were answered in a one- 
time insertion, in the Chicago 
Tribune, of copy for the approxi- 
mately 70 dealers who form the 
Associated Milk Dealers, Inc., Chi- 


Advertising Age, March 10, i.» 
cago. The group, which has , 
planned promotional progr; py 
contemplates no additional < 
of the same type. Needham, Li 

& Brorby, Chicago, placed 
Tribune ad. 


Set Journalism Meeting 


A three-day institute on ind»s. 


trial journalism, sponsored joint}; 
by Northwestern University a) 


the Industrial Editors Associat 


of Chicago, will be held Mare} 
26-28 at the Chicago campus 
Northwestern University. 


* 
Helping 
THE Si 
HOUSEWIFE 


BE A SMART 
FOOD BUYER 


Is a service of The Dallas Times Herald 
which features timely “Week of the Peak” 
Food News regularly to aid Dallas house 
wives in their food marketing and dealers 
in their merchandising 


The Dallas Times Herald has the greotest cir 
culation of ony newspoper in the prosperous 
twenty-county Dallas ABC Market 


THE DALLAS 
TIMES HERALD 


Dallas’ Greatest Newspaper 
Represented by 
THE BRANHAM COMPANY 


* 
OPEN YOUR EYES TO THE OUTSIDE AUDIENCE 


on the Pacific Coast, too! 


* The outside Pacific Coast market is that vast area 
outside the counties in which Los Angeles, San 
Francisco, Oakland, San Diego, Portland, Seattle 


and Spokane are located. Approximately half of 


all Pacific Coast retail sales are made in this out- 
side market. A C.E. Hooper survey of 276,019 
coincidental telephone calls proves that only 


Don Lee covers both inside and outside markets. 


It’s a real “eye-opener” to discover that only with the Don LEE Network can you reach the huge 


OUTSIDE audience—consisting of approximately HALF of the Coast’s 12,117,584 people who spend } 


$9,038,433,000 a year in retail sales! 


ONLY DON LEE offers 41 stations to accomplish this dual job of INSIDE and OUTSIDE coverage—more 


stations than all other networks combined. 


ONLY DON LEE with overall coverage of BOTH markets, delivers MORE LISTENERS than any other 


Pacific Coast network. 


If your product can be sold all over the Pacific Coast, remember only Don Lee has the network 


facilities to reach all the people in BOTH Pacific Coast Markets. 


More than g out of every 10 radio families on the Pacific Coast live within 25 miles of a Don Lee Station. 


The Nations Greatest Regional Networ 
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|group recently presented a brief 
to the committee on tariff arrange- 
;ments at Ottawa, asking imposi- 
tion of these tariffs: (1) 25 cents 


Jisavows Move 
r = * per pound on that portion of a 
id Win Tariff foreign periodical which is used 


Toronto—The Periodical Press|as advertising material; or (2) 
ssociation has made it clear|331/3% on the retail price of a 
at it has no connection with the | foreign periodical or magazine in 
inadian Independent Publishers | its country of origin, with a mini- 
ssociation, which is seeking a |'mum of 5 cents per copy, and in 
riff on foreign magazines enter-| the case of periodicals or maga- 
g Canada. zines known to the trade as 
The independent publishers’ “flats,” “pulps” and “comics,” a 


Canadian Press 


= 


minimum of 7 cents per copy, to 
be paid on admission to Canada 
and added to the retail selling 
price. 

T. J. Tobin, president of the 
Periodical Press Association, said 
that the PPA is not participating 
in the tariff move in any way, 
and is not identified or affiliated 
with CIPA. 

The association pointed out that 
PPA members include more than 
120 publications representative of 
national and specialized publica- 


| England 


tions which, along with members 
of the various newspaper groups, 
“have been generally recognized 
as constituting the press of Can- 
ada.” 


Appoints Joseph Walsh 


Joseph F. Walsh, formerly New 
representative of Cro- 
well-Collier Publishing Company, 
New York, has joined the New 
York Herald Tribune as New Eng- 
land advertising manager in Bos- 
ton. 


THOMAS S.LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mer. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 
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RCA Readies Impressive 
New York Showroom 


Radio Corporation of America 
will put the finishing touches this 
month on a $1,000,000 showroom 
in Rockefeller Center, New York, 
where the public may see, free of 
charge, starting the first week in 
April, exhibits of the products and 
activities of the vast RCA em- 
pire. 

The showroom, which RCA offi- 
cials believe upwards of a half 
million persons will visit during 
the first year, will include a tele- 
vision and _ radio broadcasting 
studio, displays of latest electronic 
equipment, and exhibits for 
various RCA divisions and sub- 
sidiaries including RCA Victor and 
National Broadcasting Company. 
C&S Names Neff 

Roland S. Neff, formerly direc- 
tor of public relations of R. G. 
LeTourneau, Inc., has been named 
director of public relations and ad- 
vertising of Chicago & Southern 
Airlines, Memphis. He succeeds 
W. R. Gillen, who resigned to join 
Batten, Barton, Durstine & Osborn, 
Chicago, as account executive. 


- NET PAID © 


CIRCULATION 


NOW EXCEEDS 


100,000" 


AT $18 PER YEAR 


Proof that industry needs 
daily business news! 


You get more man- 
agement executives 
per advertising dol- 
lar than in any other 
publication — maga- 
zine or newspaper! 


Proof that effective selling to busi- 
ness and industry begins with 
The Wall Street Journal! 


BECAUSE 


Circulation has more than trip- 
led since September. 1940. . . 


Circulation almost exactly par- 
allels the distribution of indus- 
trial employment state by 
state. .. 


It has the highest renewal rate 
of any horizontal publication. . . 
It has a proved average reader- 
ship of 75.6% per page... 


65,728 subscribers are Owners. 
Presidents. General Managers. 
Department Heads. Officers, 
Purchasing Agents the decision 
makers you must reach... 
THE WALL STREET JOUR- 
NAL IS YOUR BEST ADVER.- 
TISING BLY. 


Vational Edition printed daily. 
Vew York City and San Fran- 


cisco, 
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Staze Appoints Agency 


Staze, Inc., New York, manufac- 
turer of Staze and OKaze denture 
accessories, has appointed Roberts 
& Reimers, New York, for forth- 
coming advertising in newspapers 
and radio in both the United States 
and Canada. Principal stockholder 
in the drug company is Raymond 
Spector, who closed his own 
agency on Jan. 1 in favor of work- 
ing actively with Staze. 


Expand Esskay Meat Ads 


The Wm. Schluderberg-T. J. 
Kurdle Company, Baltimore, which 
claims to be the largest meat pack- 
er on the eastern seaboard, will 
promote Esskay quality meats in 
300 and 600-line insertions in 27 
newspapers in 20 cities, and radio 
in Baltimore, Washington and 


Richmond. Newspaper copy will 
include recipes and menus by 
Martha Ross Temple, whose radio 
program, “It’s Fun to Cook,” now 
in its fourth year under Esskay 
sponsorship, is heard daily, Mon- 
day through Friday, over WFBR, 
Baltimore. VanSant, Dugdale & 
Co., Baltimore, is the agency. 


Forms Publishing Firm 


Boas Publishing (Canada) Ltd., 
has been formed, with offices in 
the Dominion Square building, 
Montreal. Its first publication is 
Playtime, a monthly magazine de- 
voted to the promotion of interna- 
tional tourist trade between Can- 
ada and the United States. William 
S. Boas is president and R. G. Mc- 
Mullen, executive vice-president. 
Other offices are located in Toronto 
and New York. 


YPUGR APH 


.we have what it takes... type faces 


second to none...expert craftsmen... 
typography efficiently produced for 
the letterpress and offset processes. 


Advertisements « Brochures « Catalogs « Publications 


CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


Kiplinger Upholds 
Perforations in 
Scrap with P.O. 


WASHINGTON—As the third issue 
of the new Kiplinger adless maga- 
zine, “‘The Changing Times,” was 
mailed at luxury postal rates a 
week ago, its publisher—the man 
who invented the “Inside Wash- 
ington” letter — complained that 
postal authorities are too advertis- 
ing-minded. 

It seems that Kiplinger is try- 
ing to do something that isn’t 
covered by known interpretations 
of the postal laws and regulations: 
He perforates each of the 48 pages 
of reading matter a quarter inch 
from the fold, so they can be de- 
tached and filed for the reader’s 
convenience. 

Sharp-eyed postal inspectors are 
holding up Kiplinger’s second class 
permit for a ruling “from above” 
on Section 552, paragraph 6, on 
the assumption that perforated 
areas of more than a half page are 
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Siieeniaial 
P; COMPILED AND EDITED BY PRINTERS’ INK 
NATIONAL WEEKLIES (5 December Issues) 

1946 1946 1945 1944 1946 1945 

Pages Lines Line Lines Jan.-Dec. Jan.-Dec. 
Life 314 213,377 =. 209,991 al22,518 2,414,302 2,197,642 
Saturday Evening Post 298 203,023 214,823 152,287 2,742,792 2,137,440 
Collier's 232 «a 157,445 147,892 133,282 1,724,113 1,503,105 
Time 353 148,701 141,368 9108,978 1,551,423 1,473,709 
N. Y. Times Magazine 164 138,036 77,085 93,375 1,428,537 1,002,814 
Newsweek . 301 126,381 143,354 4105,159 1,320,168 1,456,857 
New Yorker 290 =a 124,933 144,879 107,712 1,355,562 1,110,230 
Business Week ...... 265 = alll,222) 9 155,619 =153,494 1,510,714 = 1,640,840 
The American Weekly. 68 68,595 78,287 76,094 837,600 825,005 
United States News... 146 a61,787 687,280 88,608 807,132 1,039,084 
Cue saeutseaeeLAs re 255,217 75,515 59,330 589,451 596,247 
This Week .. 52 bd44,155 643,667 636,694 6484,135 6b425,945 
Time, Latin Amer. Ed. 98 40,950 44,520 35,140 437,920 470,820 
The Saturday Review 8 235,209 45,535 27,662 347,435 347,259 
Liberty ‘ 76 232,135 76,963 69,257 470,613 795,045 
Grit awe 23 25,080 27,152 21,968 328,642 345,810 
New Republic 5! 21,782 14,560 014,698 107,898 120,504 
Parade ; 25 16,602 25,940 20,962 194,184 288,866 
The Nation . 34 213,891 18,800 9,428 122,918 129,980 
Scholastic Magazine 18 c7,862 c9,870 4,211 g102,514 gIlI9,248 
Financial World 18 a7,501 al l,i2! 7,285 144,940 145,849 
Young America 10 c6,473 c7,638 c6,928 967,241 g80,825 
Totals 1,660,357 1,801,859 1,455,067 19,090,234 18,253,124 


ssues. d Larger page size g Published nine months 


“CANADIAN MAGAZINES 1% s:0s 


1947 1947 1946 19450" 1946 |) 1945 
Pages Lines Lines Lines Jan.-Dec. Jan.-Dec. 
Mayfair 49 32,932 29,101 20,754 639,655 485,370 
Maclean's (2 is.) 44 30,307 31,484 32,795 588,396 505,433 
Le Samedi (4 Dec. is.).... 36 25,545 623,528 625,255 325,839 291,437 
Can. Homes & Gardens 36 24,058 m 13,480 0363,941 281,246 
ed Canadian Business . 48 20,317 24,897 26,592 371,372 367,212 
srgest Canadian Home Journal 30 20,214 17,378 17,524 410,892 357,699 
Liberty (4 Dec. is.) 45 19,169 620,637 620,675 230,392 226,767 
Chatelaine 25 16,899 17,926 14,612 404,697 350,40! 
New World Illustrated . 21 14,560 15,849 13,114 265,695 216,186 
La Revue Populaire 16 10,958 12,419 11,866 277,963 235,559 
La Revue Moderne 15 10,428 11,224 10,904 259,925 202,293 
National Home Monthly 14 9,497 11,246 12,532 292,112 257,60) 
Totals 234,884 215,689 220,103 4,430,879 3,777,204 


a Feb -Dec. linage. b Five issues. m No issue 


Grand totals 


4,017,810 4,261,443 3,420,466 59,418,603 52,336,670 


CANADIAN NATIONAL WEEK-END NEWSPAPERS [4.Dec. Issues) 
(Rotogravure Linage Only) 


hie ® 9 bene . 1946 1945 1944 1946 1945 
rays ° Lines Lines ne Jan.-Dec. Jan.-Dec 
‘ The Star Weekly 48,584 350,342 042,952 673,784 576,921 
La Patrie 240.515 35,979 26,533 445,670 304,992 
100,080 lines in the Comic Section La Presse 37,159 341,735 026,727 477,201 413,694 
718,920 lines in the Magazine Section The Standard 34,690 334,675 331,833 471,871 381,620 
1,492 784 lines was the total advertising ap- — — “ ———— 

pearing in The STAR WEEKLY in 1946 Tota 160.948 2,068 526 677 


The STAR WEEKLY 


U.S. Representatives: WARD-GRIFFITH CO. INC. © New York © Chicago ¢ Detroit © Boston 


EVERY WEEK 


¢ Atlanta « San Francisco © Salt Loke City 


prohibited in second class pub- 
lications. 

This rule permits coupons, order 
forms and other matter for de- 
tachment “in permanently at- 
tached advertisements or else- 
where” in newspapers and period- 
icals, “provided they constitute 
only an incidental feature” and 
“are not of such character or used 
to such extent as to destroy the 
statutory characteristics as second 
class publications.” 


May Be Ineligible 


It suggests that 
with too many 
forms 
tachment” may have “the char- 
acteristics of books or third class 
matter,” and be ineligible for the 
second class permit. 

In a message to his 30,000 paid 
subscribers, Kiplinger blasted the 
challenge as based on an old rule, 
originally designed to deal with 
advertising matter, coupons, order 
forms, other commercial matter 
and books. 

“The rule is based on the as- 
sumption that advertising is a 
necessary pal in the publishing 
business. 

“But now comes a_ publication 
founded on the idea that it is 
possible to deliver reading matter 
only, with no advertising what- 
ever, either now or in the future; 
also on the incidental idea that 
the readers should be aided, if 
they want to tear out pages of 
reading matter for filing, for re- 
minding, or for’ reference’ to 
others 

“But, no, say the postal authori- 
ties. 


publications 
coupons, order 


‘Prefer Old Way’ 


“For decades, they have asso- 
ciated perforations with advertis- 
ing,” Kiplinger declared. “It is 
hard for them to stretch their 
imaginations to cover new ways 


“and other matter for de- | 


Sells Agency Interest 


ee gt 2 Pee ae 
gi F ‘i 2H 
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of publishing, new journali tj — 
practices of serving readers o }, 

“The authorities have the pr = - 
lege under the law of ruling 
reading matter, but they é 
geared to advertising in public \. 
tions, and they prefer the old w 
of doing things.” 

Kiplinger explained that ‘!y. 
perforations can go third or fou 
class, as they now are, “but 
livery is slower and the pos 
rates are more than five tin 
higher.” He did not indic 
whether the perforations will 
dropped if the final Post Offi. 
verdict is unfavorable. 


Rufus Rhoades, partner 
Rhoades & Davis, San Francis « 
has sold his controlling interest j; 
the agency to his partner, Rober 
O. Davis. Mr. Rhoades plans t 
devote his time to his interests j: 
the food manufacturing field. HH, 
will continue as special couns 
and will retain a financial interes: 
in the agency. 


Names Bayard Agency 


Los Angeles Sportogs, manufac- 
turer of suede clothes for me 
and women, has named Jere Bay- 
ard & Associates, Los Angeles, t 
handle its advertising. A cam- 
paign featuring its new line, Su 
Suedes, is planned with two-colo 
pages in Esquire, Holiday an 
Vogue. 


Kinsall Opens Branch 
William H. Kinsall & Co 
Bloomington, Ill., agency, ha 
opened a branch office at 407 § 
Dearborn St., Chicago 5, wit! 
Harris K. Randall as manager. 


Ravenel Joins McCann 
John Ravenel, who before th: 
war was announcer, music direc- 
tor and music commentator 0: 
Station WHFC, Cicero, Ill., ha 
joined the radio staff of McCann- 
Erickson, Chicago. 


Fur: 


C Ffeordings 


“Yagazine 


m 


ist 


NOW 


20° 


25¢ In Canada 


‘GAME 


A One-Half Billion Doliar Business|) °*' 


Few realize the amount of money spent in America for out- 
It totaled one-half billion dollars in ‘46 and 
may exceed that figure in '47 as more goods and facilities are 
FUR-FISH-GAME Magazine goes to this rich field. 
And its sportsmen and vacationist readers are proverbially lib- 
eral when it comes to buying what they want. 
mistake in using FUR-FISH-GAME on your schedules this sum- 


door recreation. 


available. 


mer and fall. 


The A. R. Harding Publishing Co. 
REPRESENTATIVES 


Chicago 
Cole & Mason, Superior 6558 


You'll make no 


175 E. Long St., Columbus 15, © 


New York 
Walter C. Elly, Murray Hill 4-0626 
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urnal —— , of the television campaign boosted | and sales promotion consultant to 
jers o |, by Commonwealth Edison Com- | the division. 
the pr i. THE STRIKES uy STEEL pany and the Electric Association | a Ra =) 
‘uling AND here is needed immediately. Opens Florida Agency 
they ( Mr. Rodner was formerly asso-| Houck & Co., Roanoke, Va., has 
- public j. ciated with Commonwealth Edi-| opened an affiliated agency in 
e old son, but recently has become presi- Miami, Houck & Co. of Florida, 
dent of the newly-organized Tele- Mie: Hae: ed ee or 
that ‘he vision Advertising Productions, | §1jate nA Richard P. Carter, presi- 
or fou with offices in Chicago. dent and treasurer; C. B. Houck, 
“but . narenscats patina who is president of the Roanoke 
he pos agency, vice-president and secre- 
ive tin Names Gotham Agency tary, and Nona Sonsteby, assistant 
indic The Electric Boat Company, New secretary and assistant treasurer. Reach the men whose 
s will » York, has appointed Gotham Ad- ae : NOD” may outsell 
ost Office vertising Company, now handling Starts Research Service your best salesmen 
its account, to direct advertising Gwen Gibson, formerly assistant “gs For 18 years Better Farm- 
also for its printing machinery di- to the research director of the)! ade Settler FARMING ing Methods has been 
vision. Herbert Kaufman, recently | Oklahoma Publishing Company, j their business magazine. 
rest | assistant to the president and di-| has formed her own company, | \| METHODS Need we say more? 
rtner THE TIMKEN ROLLER BEARING OOMPANY, CANTON 6, OHIO a of Ler gph piece, for bboy P eeaginy re her ge "thy a CCA Circulation — 17,000 
“ancis the Ever Ready Label Corporation, | with offices at 51 . W. Nint bes a 2 * n 
steven i — |has been appointed advertising Oklahoma City 3. WATT Publishing Co., MOUNT MORRIS, ILL. 
ar, Rober PRODUCE THEM!—That is the only 
plans way to get desperately needed freight 
iterests i; cars, Timken Roller Bearing Co., Can- 
field. He ton, warned industry in this special 
1 couns newspaper message. It blames steel, 
al interes coal and other strikes for the current 
shortages. 
’ OHIO STATE UNIVERSITY FOREIGN NEWS survey RATES THE NEW YORK SUN 
ency 
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Rodner Urges 
Further Boosts 
for Chicago Video 


CuHIcAGco—This city, one of the 
seven U. S. communities with at 
least one operating television sta- 
tion, can expect about $36,000,000 
in business for its merchants 
through television set sales alone 
A. B. Rodner Jr., president of 
Television Advertising Produc- 
tions, Inc., told a recent luncheon 
meeting of the Chicago Associa- 
tion of Commerce and Industry. 

Mr. Rodner admitted that much 
of the publicity which television 
has received has been over-en- 
thusiastic and not always thor- 
oughly reliable, but he insisted 
that there is no question of tele- 
vision’s effectiveness as an adver- 
tising medium. He pointed out 
that set makers expect to produce 
about 360,000 television receivers 
during 1947 which will be dis- 
tributed in cities having active 
stations. Earlier, 20% of set 
makers’ production was planned 
for Chicago delivery. 

While newly-opened KSD-TV, 
the St. Louis Post-Dispatch sta- 
tion, started off with 27 sponsored 
programs, and the station in De- 


troit (which has not yet been 
activated) has already lined up 
sponsorship for 31 programs, he 


admitted that WBKB, Chicago, 
had only seven sponsored pro- 
grams for the week ending March 
1. He warned that rejuvenation 


or out- 
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| | FUNK & WAGNALLS COMPANY 
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WRITE RIGHT . ms your job. Avoid 


stupid, embarrassing mistakes with this all- 
embracing treasury of correct English usage 


JOHN BAKER OPDYCKE, nationally recog- 
nized authority on good English, can help you 
avoid pitfalls in writing and speaking with 
this amazing book 692 pages $3.75 
No, you can't borrow ut —Detroit Times 


5-DAY EXAMINATION 


r 


153 East 24th Street, New York 10 


i please fir 
tor §& for 


ET IT RIGHT. If, 
not ¢ ipletel Sa 


Zone State 


ie en on 


‘Tie New York Sun's coverage of foreign news 
received the highest index for human interest in 


a survey of nine of the nation’s leading news- 


papers conducted by Ohio State’s famed School 


of Journalism. 


The New York Sun was the leader, too, in a 


test which determined the clarity of reporting. 


Among all the newspapers studied, The New 


York Sun’s foreign staff used the least number 


of “hard” words which make reading too com- 


plicated, too abstract, too technical. 


Thus, The Sun led in two of the three factors 


used to determine overall readability. 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and Los Angeles by 
Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell. 


FIRST 


in 


HUMAN INTEREST 


and 


WRITING CLARITY 


The recently-reported survey was made during 


the week of July 8-13, 1946 under the supervi- 


sion of the University’s Professor Lester Getzloe. 


Comparative ratings of readability were 


based 


on a formula developed by Dr. Rudolph Flesch. 


Here is most recent confirmation of the findings 


of the impartial and widely-recognized 


L. M. 


Clark survey which found The New York Sun 


to be “one of America’s best-read metropolitan 


dailies.” 


One of America’s Best-Read Metropolitan Dailies 
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AMA Packaging 
Conference Set 
for April 8-11 


CuiIcaAGo—This year’s conference 
on packaging, packing and ship- 
ping, sponsored by the American 
Management Association, ought to 
be good, in view of charges that 
packages are better than they need 
be for ordinary commercial use 
and, therefore, too expensive. 

This view is taken by E. A. 
Throckmorton, president of Con- 
tainer Testing Laboratories here, 
and vice-president in charge of 
packaging for the AMA. The 
packaging conference is scheduled 


to be held in Convention Hall, 
Philadelphia, to run concurrently 
with the 17th annual AMA Pack- 
aging Exposition, April 8-11. 


Changes Necessary 


Mr. Throckmorton explains that 
progress for consumer needs in 
the packaging industry virtually 
ceased during the war period, thus 
creating an immediate necessity 
to reduce costs by eliminating un- 
necessary protection not required 
in peacetime sales, to improve 
the sale appeal of packages, to 
adapt wartime research to ordi- 
nary consumer packages and to 
re-examine all of industry’s prod- 
ucts to determine where the pack- 
age can best serve as a_ sales 


ADVERTISING 


CO BAY STR 


TORONTO, 


MONTREAL, WINNIPEG, 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


REGINA, 


MERCHANDISING 


TORONTC 


CALOARY, EDMONTON, 


VANCOUVER 


medium and for 
tion. 


Eight subjects and two general 


product protec- 


clinics will comprise the confer- | 


ence program. Unit packaging for 
consumer goods will be discussed 
April 8 and shipping containers 
will be featured the following day. 


Gray Joins WIP 

Gordon Gray, former vice-presi- 
dent and general manager of the 
Stuart Stations 
KFOR, Lincoln, Neb., and WDGY, 
Minneapolis), has joined Station 
WIP, Philadelphia, as assistant 
general manager and director of 
sales. 


Appoints Hicks & Greist 

The Buell 
pany, New York designer of indus- 
trial dust recovery systems, will 


| move its account from Donovan & 


Thomas to Hicks & Greist, 
York, effective April 1. 
papers will be used. 


New 
Business 


New Tintex Drive Makes 
Record Use of Radio 


A three-month campaign 
launched by 
All-fabric Tintex tints and dyes 
will use 230 radio stations (high- 
est number in Tintex history); 
weekly insertions of 330 and 200 
lines in metropolitan newspapers; 
the Chicago Tribune Sunday 


| magazine; The American Weekly; 


(KOIL, Omaha; 


Engineering Com-_ 


business papers and point-of-sale 
material. 

The record radio 
blanket the country with minute 
announcements, chain breaks, 
women’s interest participation pro- 
grams and five-minute and 15- 
minute programs. Charles M 


agency. 


To McNeill & McCleery 


Robert Smith Mfg. Company, | 
Los Angeles, has appointed Mc-| 
Neill & McCleery, Los Angeles, to 
handle its advertising. 


Should Know What 
PRINTING PRODUCTS CORPORATION 


Can Do For Them 


Equipment and Organization is wnusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


Bp peosns is a large volume of the kind of printing Printing Products 
Corporation is best equipped and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 


be promptly given. 


Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 


New Display Type 


for all printing orders. 


Clean Linotype 


Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 


Products Corporation and associates over $1,000,000 highest standing. 


Proper Zuality 


Monotype and Ludlow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Geod Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


service as fast as 
copies are completed. 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


Zuich Delivery 
Right Price 


A SAVING 


in 
printing 


shipping or 
is 


is often obtained 
mailing when 
done in Chicago, 


the great central market and 
distributing point. 


because of superior facilities and efficient management. 


A printing connection with a large, 


will save much anxiety regarding attentive service, 
quality and delivery. 


Punting 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
end Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


we ARE STRONG on our SPE 


THE FORMER ROGERS AND HALL COMPANY) f 


reliable printing establishment 


PRINTER SPECIALISTS 


Artists 


Engravers 


Electrotypers 


Telephone Wabash 3380—tLocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


cv ah 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasurer 


just | 


Park & Tilford for | 


drive will | 


2 -| foot screen, 
Storm Company, New York, is the | 
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Pixad, New Film 
Outdoor Medium, 
Bows inN.Y. 


NEw YorK—Climaxing a yea 
of struggling with Manhattan’ 
obdurate police department, Pixa: 
Inc., finally has the first of it 
screens aloft in Times Square an 


has three advertisers using th 
medium. 
Angeled by agency men, th 


medium—which has a history 
successive failures since the ear] 
| 1900s—consists of a large 18x24 
with a projector be 
Currently using Pixad 
| first screen are Vanguard Filn 
(a trailer for “Duel in the Sun” 
International Salt and Coca-Col 
Company (both using animated 
| cartoons). 

| Last year the company, headed 
then as now by C. L. Thompso: 
but called Animated Advertising 
Company of America, erected 
pilot screen, only to run into com- 
plications from municipal authori- 
ties. Because the coagulating 
crowds blocked Times Square 
traffic, the police and the commis- 
sioner of housing and building, 
'Dr. N. Thomas Saxl, eventually 
ruled out the screen. 


hind it. 


Rest Period Helped 


later, with a number of 
refinements and having 


A year 
technical 


convinced the gendarmes that 
darkening the screen for three 
minutes between cycles would al- 


low the crowd to disperse, th 
company is operating and actively 
soliciting new advertisers. 

Pixad Sales, 52 Vanderbilt Ave., 


is headed by Harry W. Bennett 
Jr., who before service was a! 
account executive for Compton 


Advertising on Procter & Gamble, 
and Hal James, now radio directo! 
of Ellington & Co. 

The company’s rate card will 
offer a year’s showing for as little 
as $14,000. Based on a minimum 
showing of an advertisers film 10 
times each night, the company 
will restrict the number of adver- 
tisers assigned to any unit to 
“eight or ten,’ Mr. Bennett told 
AA. Advertisers may change film 
any number of times during thei: 
contract run, and the compan) 
offers frequency discounts based 
on radio’s formula of 13, 26 and 
52 weeks. Eventually, Pixad hope 
to be showing in 30 cities. 


Mogul Agency Maps 
Shoe Campaigns 


Stone-Tarlow Company, Brock- 
ton, Mass., manufacturer of Ele 
vator shoes, will step up its adver- 
tising budget for 1947, with th 
expenditure for the first six 
months to exceed last year’s enti 
appropriation. The campaign 
scheduled for 41 national maga 
zines in addition to cooperati\ 
newspaper and radio advertisin 
and an expanded program 
dealer helps. 

National Shoes Stores, Ne\ 
York, is using its first postwar in 
sertions to announce the purchas 
of the Franklin Shoe chain of 1? 
stores, increasing the number < 
National stores to 71. A new cam 
paign of “highly styled” advertis 
ing is scheduled for early sprins 
Emil Mogul Company, New Yor! 
handles both accounts. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may If You 
be doing just that > 
There's a7 billion} anufactur: 
dollar market you and Sell 
could encourage] COSMETIC! 
simply by letting§& . 


these people know you'd welcome the 
business. For the Negro looks to his rac 
press for guidance. Your advertising i 
the Negro papers can earn his conf 
dence, good will and regular patronag 
But whether your product is co: 
metic, food, drink, wearable, or any)- 
thing else, it will pay you to write t 
Interstate United Newspapers, Inc., 5 
Fifth Ave., New York, for the facts o 
the success stories built out of react 
ing this great and growing marke 
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HAPPY HOLIDAY Says: 


Now! A great new 
market between the 
covers of one magazine! 
Hurry! Hurry!! 
Opportunity knocks!!! 
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=| The only new market today 


susiastic, 
ve and enthusia®” "is they 60: 


ti “es as 
ye. They are acu and service ; emember, 
: buying the best in goods azine —Holiday! Andr cnet 
ly on the move, DU) hem in one mag 000 Jus by Sep 
= st time, YOu can — Holiday families (750, P 
the 


HOT A 


re 
Holiday ane 
a warm Fr ecep 10. | 
They are interested in 


‘ve and responsive. hat these 
. are relaxed, receptive ane © t proof! Look what 
= o sdop oavertion® have to offer. won os . “Holiday has sold 
wha : 


cated heard-of record 
; - 48,000 inquiries, an un cade outpulls others 
advertiser oy merchandise as any other magazine, cape of products 
‘ai ” The e and similar records have been made on < cob, i quel 
2 ‘4 sft “ All the more reason why Holiday already te 
and services. 


monthly magazines in several advertising classifications. 
WELCOME MAT IS ALWAYS OUT 


Retail stores like to tie up with 
the Holiday market! 


Truly sensational dealer acceptance! In only 10 months 217 leading stores 
in 164 cities built 459 major promotions around Holiday! Why? Because 
retailers know that Holiday means prestige; that Holiday families (750,000 
plus come September!) recognize the best! And here’s a high note for the 
future: A new Holiday survey indicates a growing trend to year-round 
vacations and the biggest recreation year in history for 1947. The market 


is growing—and it’s Holiday's, all the way! 
KEY TO OUR CIRCULATION SUCCESS 


Take a peek at what’s in 
the big March issue! 


Breezy quiz for Holiday fans! 


: . a 2 sy Yorkers go for Sunday “bracer breakfasts 
. at . . i * j ? 
hn eh rity peddles sea, sand and sin 
8. Where can you walk th i 
(Supp ah rough the streets in white socks without soiling them? 


+ What recauti 
. ‘a 1on should you take before riding in a taxi in Mexico ity? ( 
pag exico C See 


5. Who's “the only idle man in Switzerland 
©. What is the one and 
Spects? (See Page 122) 


"? (See page 146) 
to 15,000,000 visitors a year? 


"? (See page 133) 
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IN OVER 6,200,000 HOMES FROM COAST TO COAST 


. 


covering 10 major markets through the Sunday Issues of 


New York Journal-American Detroit Times Los Angeles Examiner 
Baltimore American Chicago Herald-American San Francisco Examiner 
Pittsburgh Sun-Telegraph *“Milwaukee Sentinel Seattle Post-Intelligencer 


Boston Advertiser 


(* Milwaukee Sentinel represented for Pictorial Review only) 
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A HEARST PUBLICATION REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Only Pictorial Review puts a 
visual show like this behind 
your selling program 


The pen is mightier—than almost anything—when you put it in the 
hand of a Soglow, a Campbell or a Shermund. Or when you unleash 
the wit and satire of Stein or Allen or Richter—the pictorial pungency 


of Jenkins—the illustrative genius of Frehm or Holcomb. 


Put them all together—as Pictorial Review does every Sunday —and 


you ve irresistible audience-building power. 


Then add Pictorial Review's galaxy of writers, followed every Sunday 
by millions. Add Pictorial Review’s unique combination of both local 
and national entertainment news. And you have a sales-making com- 


bination that pays off every time! 


can you sponsor is advertising so 


such a star-studded cast of artists _ rigidly limited to assure you spotlight 


and writers. visibility. 


does the mag- can you pick 
netism of local entertainment news — your markets—from 1 to 10—exactly 


draw people to your advertising. as you like. 
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Ads Offer Studio Photo 


Flotill Products, Inc., ‘Stockton, 
Cal., has launched a campaign in 
newspapers, radio, car cards, trade 
publications, window and counter 
displays offering customers in a 
tri-state area (New York, Phila- 
delphia, Boston and Pittsburgh) 
free studio photographs in ex- 
change for LaFustosa tomato and 
Flotta tomato paste labels. Al Paul 
Lefton Company, New York, is the 
agency. 


Manor House to Network 


On March 3 the number of NBC 
Chicago-originated programs was 
increased to 26 when “Manor 
House Party” became a regional 
network show. Sponsored by W. F. 
McLaughlin & Co. for Manor 


| House coffee, the show is heard | 


| Monday, Tuesday, Wednesday and 
|Friday from 6:30 to 6:45 p.m., 
| CST. 


Silk Mill Appoints 

Glen Raven Cotton & Silk Mills, 
Glen Raven, N. C., has appointed 
Standish W. Holmes sales man- 
ager, with headquarters in the 
company’s New York office. Mr. 
Holmes has been head of the men’s 
wear department of Everfast Fab- 
rics, New York. 


Appoints Cassidy V.P. 


Frank L. Cassidy, sales manager 
of the Seattle plant of Seidelhuber 
Iron & Bronze Works, has been 


appointed vice-president in charge 
of sales. 


Your advertising to a 


most profitable field through 
the most profitable medium 


nee 


will produce the best results 


Federal Reserve Figures on Department Store Sales 


WASHINGTON — Heavy snow | 
storms along the Atlantic Coast | 


sharply reduced department store 
sales in five federal reserve dis- 
tricts the week ending Feb. 22. 
Dollar volume also dropped from 
the preceding week in other dis- 
tricts. For the U. S. as a whole, 
sales were only 2% above those 
of the corresponding week last 
year, the Federal Reserve Board 
reports. 

In the Richmond (fifth) district, 
department stores sold 21% less 
than in the third week of Febru- 
ary, 1946. The Boston (first) dis- 
trict showed a 7% year-to-year 
drop, including a 23% decrease 
in the Springfield, Mass., volume. 
Although Syracuse in the New 
York (second) district had an 18% 
gain, the second district had a 3% 
loss; the Atlanta (sixth) district 


Hhanctpick 


d as leaders 
eaders' 


There is nothing hit-and-miss in the building of the 
readership of The Rotarian Magazine. Rotarian readers 


are selected .. 


. hand-picked as leaders by leaders. 


If you were to select a list of equal worth in any one of 
the thousands of Rotary towns, your representative would 
spend weeks making a searching study of the town’s 
citizenship-leadership. A complete list, comparable to 
that of Rotarian subscribers, would cost you hundreds of 
thousands of dollars. 


Yet... here itis... 


at a fraction of the cost, for more 


than 95% of the 240,996 subscribers to The Rotarian 


(ABC Dec., 


1946) are members of Rotary Clubs. They 


have been screened, selected, and elected by men who are 
on the spot and know. 


A recent survey... 


“Let's Measure a Typical Subscriber” 


... shows how Rotarian readers influence the thought 
and buying habits of their communities. We'll gladly 
send you a copy ... without obligation. 


Voadon—naaden imivust 


COMMUNITY 


. Rotarians 


35 East Wacker Drive, Chicago 1, Illinois 


had a similar loss despite a 17% 
gain in Birmingham. 

The Chicago (seventh) district 
had the highest gain for the week, 
but even its 8% increase repre- 
sented a 7% loss from the week 
ending Feb. 15. An 8% year-to- 
year dollar gain also represents a 
loss in unit sales, because of price 
increasés estimated to average 
from 15 to 20%. 

Department store dollar volume 
for the week ending Feb. 22 was 
about 12% under that of the pre- 
vious week when the sales index 
was 247, compared with 100 for 
the 1935-1939 average. 


% Gain Over Same 
Week Last Year 
Week Ending 
Federal Reserve Feb. Feb. Feb. 


district and city Ss 15 22 
UNITED STATES... 2 17 2 
Boston District ... 9% 17 —7 
New Haven ..... -—1 13 3 
eae 12 19 -—4 
Springfield ...... 5 2 —23 
Providence ..... 4 6 —13 
New York District 1 r22 —3 
by ae —6 rill —-8 
TOMTBAG ives r—4 $23 2 
2. ee ae rl 26 —6 
Rochester ...... 7 14 13 
og ie 19 29 18 
Philadelphia Dist... r5 40 —-6 
Philadelphia .... r5 45 —7 
Cleveland District ,—®* 24 5 
gO errr 12 11 —2 
Cincinnati ..... —10 r20 5 
Clevelama@ ....:. —4 13 5 
Canimpns sis... —10 23 8 
py | eer 6 r20 10 
PRUSEUTER «2... —4 44 6 
| Richmond District. 1 r5 —21 
| Washington .... 0 1 —22 
| Baltimore ...... 3 13 —21 
| Atlanta District... 5 7 a 
Birmingham .... 1 . 17 
P| re Serer 23 17 bg 


Advertising Age, March 10, 194, 


RE. Sho Bases 0 r2 — 
New Orleans .... 8 1 —15 
po ot 2 11 l 
Chicago District. ..—1 18 
eee ee 1 23 
Indianapolis ...——1l 15 10 
eee —b6 ot) ) 
Milwaukee ..... —6 20 10 
St. Louis Dist...... —1 r12 2 
Little Rock .....—9 —5 —5 
Louisville ...... —10 16 5 


EAE c% a s.a oss 1 13 

Memphis d 
Minneapolis Dist... 

Minneapolis 


Oe." Fe (Not availabl« 
Duluth-Superior. 

Kansas City Dist.. .—1 11 4 
Se re 30 16 15 
i! eee —18 5 —1 
Kansas City ....—4 16 2 
Ot: JeGeOwh 2.465 —5 14 —2 
Oklahoma City. .—1 15 7 
<4 a eee 0 10 —1 

Dallas District... 0 8 —1 
CPE. kena is yt d 4 5 —4 
Fort Worth ..... 0 r4 —2 
po ee ree 2 10 12 
San Antonio .... 8 20 —2 

San Francisco Dist. 12 12 7 
Los Angeles Area 11 12 10) 
CHIE 6 oie. 63.4% ad ° * 
San Francisco .. 4 5 —1 
POPLIORG 6.0 604% 24 17 15 
Salt Lake City .. 9 20 4 
BORO. .xacavads 15 16 —4 


r—Revised. 
*Data not available. 


Chicopee Names Two 


Chicopee Sales Corporation, 
New York, maker of Chix and 
Chux diapers, has appointed Ken- 
neth J. Osgood, formerly New York 
sales supervisor of Procter & Gam- 
ble Company, Cincinnati, as sales 
manager of the infants specialty 
division. John Falkenholm, for 
many years with the cotton de- 
partment of Parker, Wilder & Co., 
has been named assistant sales 
manager. 


Names Stone-O’Halloran 


The American Bowling Congress 
has placed its account with Stone- 
O’Halloran, Milwaukee agency. 


| The Chicago Journal of Commerce supplies 


i= 


AND MAKE IT WORK FOR HIM 


AZ| FACTS & FIGURES 


CAN BE 
FASCINATING 


T TAKES AN ALERT EXECUTIVE 


TO PICK A LIKELY STATISTIC 


| those fascinating business facts in the Central West—the nation’s 
| greatest industrial area. In fact, it’s the only daily business 
publication that concentrates on that one job for more 
than 100,000 decision-making Central Western 


executives. They’re alert fellows, receptive 
to likely statistics, ready to act on 
profitable facts and figures you can give 


them in your advertising. 


Chicago Hournal of Commerce 
rare eae 


| The source of daily business news in the sation’s qrentest 
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es: 
f “Saks a 
1 1 15 
\ 8 i 
3 fa 
5 10 r) 
7 
: - (TO PLACE YOUR SALES MESSAGE IN THE 
4 4 
= 
am @BASIC MEDIUM FOR BASIC PROMOTION 
1 4 
6 15 . 
b= THE Market Data Book—replete with facts and figures, charts, 
(_—- tables and maps, on city, county, state and national markets — 
a. : 
es is the finger tip reference, the basic working tool which adver- 
= tising and sales executives use constantly. It helps them pre- 
= evaluate markets, determine sales potentials, set up basic mer- 
2 10 chandising plans, and famuiliarizes them with media. 
5 
ar To assure yourself that your medium is in on the ground floor 
a acs e e ° ° 
when markets are being studied, before final media lists are 
closed, your cheapest insurance is factual information on your 
ne coverage and influence in the market you serve, filed in THE 
iia MArKET Data Book. 
hix and * 
fled Ken- 
lew York 


=< IDON’T OVERLOOK THIS VITAL PART OF YOUR PROGRAM! 


Im, for 
tton de- 
er & Co., 
nt sales ff 


loran 


Congress 
h Stone- 
gency. 


RES 


kron Beacon Journal KLX, Oakland Waco News-Tribune WHP, Harrisburg 
IG American Press Assn. KMA, Shenendoah, Ia Walker & Co. WIBW, Topeka 
Austin American-Statesman KMBC, Kansas City Walther League Messenger Wichita Beacon 
seloit Daily News KNOW, Austin WAVE, Louisville Wilmington Star-News 
3oston Globe KOY, Phoenix WBNB, Beloit Winston-Salem Journal & Sentinel 
Boston Herald-Traveler KRIS, Corpus Christi WBNX Broadcasting Co., Inc. WIS, Columbia 
he Boston Post KSTP, Minneapolis WCBM, Baltimore WJIW, Cleveland 
The Brooklyn Eagle KTUL-KOMA, Tulsa WCSC, Charleston WLAW, Lawrence 
JTIVE The Cattleman KVAL, Brownsville WCSH, Portland WLS, Chicago 
Charleston Post KXYZ, Houston WDAY, Fargo WMC, Memphis 
TIC ‘hieago Herald American Lawrence Eagle-Tribune WDBJ, Roanoke WMUR, Manchester 
HIM Chicago Tribune Don Lee Broadcasting System Western Farm Lif: WOW, Omaha 
Cineinnati Enquirer Louisville Courier-Journal WFBL, Syracuse WPRO, Providence 
Dallas Times Herald Lynn Item WHAM, Rochester WPTF, Raleigh 
Des Moines Register & Tribune Macy-Westchester Newspapers WHDH, Boston WSIX, Nashville 
Detroit News Mid-West Farm Papers Unit WHO, Des Moines Yankee Network 
Detroit Times Minneapolis Star & Tribune 
Domestic Engineering Moose \Ttagazine 
Elizabeth Daily Journal McClatchy Newspapers — _—_- 7 ame 
Esquire National Transitads 
Fall River Herald-News The New Haven Register 
Fond du Lac Commonwealth Reporter New York Journal American SPACE RATES Bleed pages, 10% extra for space and color. 
, Worth Star-Telegram indies Rejacies ne “— Color, $50 per page additional for standard 
Free & Peters, Inc. Newspaper Advertising Service Space Per Page 
Harrisburg Patriot-News Oakland Tribune red or blue, $75 per page additional for 
salenmaete tar Sect deter ia wahcsieita S pages «...... S120 any other color. Type page 7 x 10”, trim. 
stitutions Providence Journal Bulletin 6 pages .. $140 size 8x 11”. Double page spread 15% x 10”. 
| IC. OS: F avid Radio Journal i Ags , 
I meee ~ pelea St. Joseph News-Press & Gazette 4 pages . . S160 Bleed page sizes, 8% x 1114”. Half-page 
KDYL, Salt Lake City San Antonio Express-News 2 nave a6 S180 7” wide by 4%” deep. Quarter-page 7” 
Kelly-Smith Co. Schenectady Gazette si nit dana wide by 2%” deep. Inserts, single leaf, un- 
nosha News Schenectady Union Star Bb PORE cs diaiviecs ss Ketecta Slee eS $200 emia P- a cee 
“JZ-WRR, Ft. Worth The Scranton Times trimmed, 8% x 11142”, maximum weight 70 
‘YR, Bismark Southwest Magazin Y2 page—Horizontal onl) SLLO pound basis. Halftone screen recommended, 
ation’s mt aero ea ee aces , page—Horizontal only $ 60 110 lines. Inserts published at space rates. 
; 
| 


‘o make sure you won’t be overlooked when original media lists are investment—those whose orders are already in for space. Look it over 
eing prepared, don’t overlook one little detail—your media reference and decide that you too will be represented with data which will do a 
ata filed in the 1947 Marker Data Book to be published in April. great job in determining your position on original media lists. 


.ook over the list of media that are not overlooking a good promotion 


FINAL FORMS CLOSE THIS MONTH! 


Reserve Your Space Now, Before It Is Too Late! 


HESE MEDIA HAVE ALREADY CONTRACTED FOR SPACE IN THE 1947 MARKET DATA BOOK: 


publishing house serving the advertising and marketing field. 


330 W. 


THE MARKET DATA BOOK 


(Consumer Markets Edition) 


100 E. OHIO STREET, CHICAGO 11 . ‘ 12nd STREET, NEW YORK 18 


Published by Advertising Publications, Inc.. publisher of Advertising Age. Industrial Marketing. and The Market Data Book; the largest 
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Stay on Offensive, 
AFA Chief Urges 
Nation's Admen 


CINCINNATI — A three-part goal 
for the benefit of all advertising 
was set forth last week by Elon 
Borton, president of the Advertis- 
ing Federation of America, in a 
talk before the Advertisers’ Club 
of Cincinnati. 

The AFA chief, who gave the 
same message earlier in the week 
to adclubs in Peoria, Ill., and St. 
Louis, suggested these steps: 

1. “A continuing and aggressive 
program of private and public re- 
lations for advertising so that 140,- 
000,000 will understand what ad- 
vertising is and how it affects 
them. 

2. “A definite effort to sell ad- 
vertising to top management so 
that advertising will be used to its 
full extent and power. 


can smirch free enterprise through 
attacking advertising. 

“We should go on the intelli- 
gent offensive and stay on the of- 
fensive until we have done as 


good a job in selling our industry | 


as we have done in selling goods.” 

Management’s view of advertis- 
ing, the AFA president said, is 
largely a reflection of advertising 
people’s thinking about advertis- 
ing, and “when we get the real 


| 
| 
| 


vision of the place and power of | 


this great force we use, and act in 


accord with that vision, manage- 
ment will begin to see it, too.” 

Untruths have been “pretty well 
eliminated” from advertising, Mr. 
Borton said, and “now let’s get rid 
of their lesser cousins, superlative 
adjectives which few believe and 
which aren’t good 
anyway.” 


Form International Unit 
Majestic Radio & Television 
Corporation and Majestic Records, 


Inc., Elgin, Ill., have formed an. 


advertising, | 


international division to function 
as the sales and merchandising 
organization in export markets for 
both. C. V. del Mercado, radio 
sales manager, will direct the new 
division. 


G-E Plans Farm Program 


General Electric Company, Sche- 
nectady, N. Y., as part of its 
nationwide program to meet the 
farmer’s “immediate need for 
greatly improved production effi- 
ciency and better living conditions, 
which modern electric equipment 


can provide,” will increase 


coverage of rural areas throu; 
newspapers, farm magazines a) 4 


radio. Motion pictures and sli 


|films showing farm people hx 


and where electric equipment c: 
be used to improve farm oper: 
tions will be used. 


To Strauchen & McKim 


Crosset Company, Cincinnati 
has named Strauchen & McKi) 
Advertising, Cincinnati, to hand 
advertising of Salad-Time fres 
vegetable products. 


FOLLOW THE EDITOR 2 


3. “Along with this, a sustained | 


and organized campaign 


among 


ourselves to remove offenses and | 


improve the service of advertising 
to the public.” 


Asks Broader Vision 


Success in these aims, said Mr. 


Borton, calls for “a new, much 
broader vision by us of advertis- 
ing’s powers, privileges and re- 
sponsibilities as a tool of business 
and a key to the American way of 
living.” 

Referring to the AFA’s cam- 
paign, through media and adclubs, 
to promote public understanding 
of advertising, Mr. Borton said 
“some leaders of advertising” be- 
lieved it a mistake to take the of- 


fensive and held that ‘advertising | 
should never try to explain itself.” | 


He does not hold to that view, 
Mr. Borton declared, adding: “I 
believe we should go on the offen- 
sive until the public understands 
clearly what advertising is, and 


what it does for them; until no| 
school or college teacher can get | 


away any longer with telling im- 


pressionable youngsters that ad- | 
waste; | 


vertising is an economic 
until no seeker for a best seller to 
fatten his pocketbook can write a 


silly book about us, and have it | 


generally accepted; until no 
worker for a totalitarian economy 


STARS 0 
A 


Like all KMBC personali- ; 
ties, Erle Smith is nation SSF 
ally publicized and nation- RAL 
ally known! Erleis KMBC’'s rit 


genial managing news edi- 
tor—heading up one of ra- 
dio’'s finest news depart- K M k C 
ments. Hitch your advertis 

ing to a ‘‘Star’’ by phoning 

Free & Peters, inc OF KANSAS CITY 
SINCE 1928 BASIC CBS 
STATION for MISSOURI and KANSAS 
SEER es ger I ERIE 
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ease 2 
throw» | Washington Fruit 
nd si | Commission Bill 
nent c ~~ 2 
Soper. | Gains Support 
OLYMPIA, WasH.—Creation of 
. he Washington State Fruit Com- 
<im iission to promote and advertise 
ncinnat »ft tree fruits would be author- 
McKi: ‘ed in legislation reported favor- 
» hand bly by the House horticulture 
e fres ommittee. 
The bill, sponsored by pro- 


ducers, would levy a tax of 50 
cents a ton on_ producers of 
peaches, Bartlett pears, apricots, 
cherries, plums and 
this fund is insufficient, the levy 
could be raised to $2 a ton. A fund 
of $150,000 is contemplated at the 
outset and the legislation carries 
an emergency provision permitting 
it to go into effect at once and 
thus enable advertising of the 
1947 crops. 

The commission would consist 
of 15 members—10 elected by pro- 


prunes. If! 


ducers, three by and 
two by dealers. 

Citing specifically the need for 
advertising, the committee’s re- 
port states: “Washington grown 
soft tree fruits are handicapped by 
high freight rates in competition 
with eastern and foreign grown 
soft tree fruits in the markets of 
the world, and this disadvantage 
can be overcome only by education 
and advertising.” 

The bill is similar in many re- 
spects to the law setting up the 


processors 


Washington State Apple Commis- 
sion, which last year raised slightly 
more than $400,000 through a levy 


of one and one-half cents a box. 
| 


Sandura Promotes Two 


Sandura Company, Philadelphia, 
manufacturer of Sana-Wall, a 
new plastic wall covering, and 
other wall and floor coverings and 
wax products, has promoted M. J. 
Barrett to assistant sales manager 


and E. F. Selby to sales promotion | 


manager. 


There’s an old axiom of industrial advertising that says, “Follow the editor and you can't 


go wrong.” That’s a good shop rule for industrial advertisers IF. . . the editor knows 


capture the reader’s attention and hold his interest by showing him how to do things better, 


editorial staff. 


if his advertisers are to reach the “promised land” of resultful advertising. 


Editors and advertisers have a problem that is practically identical. They must each 


faster and cheaper. The “priceless ingredient”’ of a successful business paper (a good 


advertising buy, that is) is its editorial quality... the brains and know-how of its 


McGraw-Hill editors are specialists in their fields. They know their stuff. Collectively 
they comprise the world’s largest editorial staff devoted exclusively to gathering, reporting 


and commenting on the news of business, industry and technology. They are backed 


by trained correspondents throughout the world, a large Washington Bureau, 


able men in major American cities and a staff of expertenced economists. 


Follow the editor” in a McGraw-Hill publication and you won't go wrong. 
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ASK YOUR McGRAW-HILL MAN for a copy 


of the new 1947 edition of the “Handy Guide’ 


which discusses the editorial scope, policy 


and coverage of each of the McGraw-Hill publications. 


COMPANY, INC. 


h .dquarters for Industrial Information 
West 42nd Street—New York 18, N. Y. 


ell maybe 


where he’s gomg and IF... his publication has acceptance and re adership. These are musts 


Edison and the In ‘andes- 
cent Lamp... one bespeaks 
. . like Hemp- 
stead Town and the Nassau 
Daily Review-Star. ‘They 
go together. 


‘the other 


| As Edison introduced a 
for 
‘living, so the Nassau Daily 
Review-Star twenty-five 


revolutionary design 


years ago saw Hempstead 
Town living habits 
‘shadowing 


fore- 
big - market 
stature, and introduced the 
first daily newspaper in this 
area. 


Today, Hempstead 


‘Town outranks all major 


markets in New York 
State*, with highest per 
‘apita income and_ retail 
sales. 


Aiding Hempstead 'Town’s 
the Nassau 
Daily Review-Star has con- 
stantly improved, refined, 
its own product. 


development, 


Now in 
new type dress, the 5e-a- 
Review-Star is even 
better equipped to serve its 


copy 


readers and to increase its 
reputation with advertisers 
as a great result paper. 


*Hempstead Town, top result mar- 
ket in New York State, continues to 
lead the state’s High-Spot Cities. 
February forecast: 195% retail 
gain over February, 1939 .. . 


sales 
25.5% 
higher than the national rate of gain. 
Dollar volume for February $24.500,- 
000, 


THEY 60 
TOGETHER 


NASSAU DAILY 
REVIEW-STAR 


Published daily 
copy © Hempstead Town, L. L. 
® Executive Offices: 
N. ¥. @ National 


Lorenzen & Thompson, Ine. 


except Sunday, 5e a 
is Ba 
Rockville Centre, 
Representatives : 
© New 
York, Chicago, St. Louis. San Fran- 
cisco, Los Angeles. Detroit. Cincinnati, 


Kansas City, Atlanta. 
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IF IT IS, MISTER, 
THEN LISTEN TO THIS... 

Weather-beaten prospectors are still roam- 
ing the Arizona hills. But their kind of gold 


rush is over. The mining industry has gone 
million-dollar-big-time in Arizona. 


During the past year, Arizona led all states in 
the combined value of copper, silver, gold, 
lead, and zinc produced. The output totaled 
$114,527 ,000, or 19% above the previous 
year. This development of Arizona's poten- 
tial mineral wealth creates a significant and 
expanding consumer market. 


Advertisers can best reach this gold nugget 
of Western markets through the newspapers 
that two out of three Arizona families buy, 


read, and trust--THE PHOENIX REPUBLIC 
AND GAZETTE. 


ARIZONA AL SEZ: 


Us ole timers seen lotsa 
hombres strike it rich out hy'ar 
... Small time stuff whan yuh 
look at these minin’ fellers 
today! 


REPRESENTED BY KELLY-SMITH COMPANY 
NEW YORK * CHICAGO * SAN FRANCISCO * DETROIT * ATLANTA ® PHILADELPHIA * BOSTON 
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The Creative Uan2 Corner 


There is more than one good reason 
for sending immediately for “Life with 
Teena,’ Volume II, the current promo- 
tion piece for the magazine Seventeen. 

Following briskly the pattern of the 
original study in which more than a thou- 
sand teen age subscribers noted their 
preference for a long list of drug prod- 
ucts, this new survey takes Teena through 
the kitchen and the grocery store in a 
way that is both remarkably gay and 
highly informative. 

In a brief profile Teena is described as 
veing somewhere between 13 and 19 years 
ld. She lives everywhere in the U.S.A. 
She is one of three children in a family 
and goes to high school or junior college 
where, among other things, she is taking 
a cooking course. She collects recipes 
and when she is 15 she is very apt to own 
her own cookbook as well. She is dream- 
ing of a home of her own and even now 
helps her mother decide what to feed 
the family. She actually shops for grocer- 
ies three times a week and her grocery 
bag is sometimes packed with brands of 
food she herself selects. 

The survey, by Opinion Research Cor- 
poration, documents each of these and 
many another fact—to build up a picture 
of Teena that should make her, if not 
advertising’s number one pin-up girl, at 
least a very close second. 

The reason lies partly in the answers 
to two sets of questions: First, the brand 
names that Teena can think of in various 
classifications of food products and sec- 
ond, the brand that is her favorite in each 
one. 

In canned soups, for example, 91% of 
the girls interviewed named Campbell’s 
as a familiar brand. Fifty per cent named 
Heinz, 8% Phillips’, 8% Libby’s, 4% 
Rancho, 4% Betty Crocker’s, 3% Lipton’s 
and so on. But in the list of favorite 


brands the figures are sharply down. Here 
only 50% named Campbell’s, 8% Heinz, 
1% Libby’s, and 1% Van Camp’s—with 
less than half of one per cent noting any 
of the others. Thirty-two per cent had 
no favorite. 

Between the two sets of figures, which 
are much the same in all food classifica- 
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SHE GOES TO THE GROCERY 

THREE TIMES A WEPRK 


question 5f: How many times have you shopped for food in the past week 


> 


Those who do grocery shopping 


footnote 
Ve ' ' h daughte he establish the 
The age breakd estio ficates th 


arold 


tions—even in dry cereals—lies advertis- 
ing’s opportunity. How great this may be 
is illustrated by Teena’s strong preference 
in drug store brands. In soap only 2.5% 
do not have a favorite, in a dentifrice 
only 0.7%. 

Teena, you will find, is decidedly worth 
knowing. Seventeen presents her know- 
ingly and with unusual flair. 


You Ought to Kuow . e e Edward J. Noble 


There was big news in the upstate New 
York village of Alexandria Bay, the night 
of Jan. 30, 1947. Ed Noble, a boy from 
nearby Gouverneur who had made emi- 
nently good down New York City-way, 
had offered to put up 
$125,000 if local citi- 
zens would raise an 
equal amount to build 
the town a badly 
needed community 
hospital. Harold John- 
son, editor - publisher 
f the Watertown Daily 
Times, for which Mr. 
Noble was once a 
space - rate reporter, 
old the townsfolk all 
ibout it at a chamber 
ff commerce banquet. A resolution was 
nanimously passed accepting Mr. Noble’s 
enerous offer. 

Thus was launched the latest public 
ervice project to spring from the civic- 
piritedness of a man who in the past 
line years has turned more and more of 
the talents that made him a millionaire 
nany times over to interests designed to 
better the common welfare. 

The proposed Alexandria Bay hospital 
s only the first in a chain of such in- 
titutions in the mind of Edward John 
Noble, board chairman of the American 
Broadcasting Company, co-founder and 
ard chairman of the Life Savers Cor- 


Pe 


E. J. Noble 


poration, and a principal stockholder in 
Sterling Drug, Inc. Mr. Noble has laid 
his plan before New York state officials: 
He would donate half the money needed 
to erect new hospitals in upstate small 
towns where such facilities are most in- 
adequate. It would all be done through 
the Edward J. Noble Foundation, which 
the Life Saver tycoon created a number 
of years ago to aid charities and foster 
philanthropies. 

The hospital plan is, however, only 
one of several current facets of Mr. 
Noble’s increasing endeavor to help the 
common good. For Brotherhood Week, 
late in February, he served as radio 
chairman, got all the networks to air pro- 
grams on it, sent scripts and spot record- 
ings to all stations, got radio stars to plug 
the occasion. He is also currently serv- 
ing as greater New York chairman of the 
Salvation Army’s annual maintenance 
appeal. 

Mr. Noble’s main public service hopes, 
of course, lie in the American Broadcast- 
ing Company which, since he bought it 
for $8,000,000 less than four years ago, 
he has built from a scraggly second fiddle 
of the National Broadcasting Company 
(it was then NBC’s Blue Network) into 
a going, profit-making, 244-station hook- 
up. 

Pride of ABC’s board chief is the net- 
work’s growing list of high-caliber pro- 
grams which he hopes will appeal to 


a variety of listeners’ tastes. Among 
these programs, he cites the Boston and 
Detroit symphonies’ concerts, America’s 
Town Meeting of the Air, ‘“‘The Great- 
est Story Ever Told” and the Metropoli- 
tan Opera broadcasts. Critics of present- 
day radio programming would do well to 
sample the fare offered a decade ago, 
says Mr. Noble. 

ABC’s role as the first network to air 
a transcribed Big Name program also is 
a satisfaction to Mr. Noble, who, unlike 
many a radio executive, fails to regard 
Bing Crosby’s Philco show as spelling the 
beginning of the end of networks. Rather, 
he sees transcriptions as a means of im- 
proving the quality and timing of pro- 
grams and he consequently expects ABC 
gradually to increase their use. 

A scrupulous superintendent of his 
network property, attentive to the small- 
est detail, the energetic Mr. Noble is to 
be found most of his working days in his 
spacious third-floor office in Rockefeller 
Center, where his windows overlook the 
center’s famous skating rink. (He calls 
the view “a living Currier & Ives.”) He 
also maintains “an investment office’ on 
Fifth Avenue. His country estate in 
Greenwich, Conn., from which he com- 
mutes, is not far from his white-tile Life 
Savers plant at Port Chester, N. Y. 

When not in Manhattan, Greenwich or 
Port Chester, Mr. Noble is usually to be 
found either, in winter, at historic St. 
Catherine’s Island, off the coast of Geor- 
gia, which he bought in 1943 and where 
he raises Black Angus cattle, or in sum- 
mer in the Thousand Islands on the St. 
Lawrence River. 

The Thousand Islands country was Mr. 
Noble’s boyhood playground. Born in 
Gouverneur, where his father, the late 
Harvey H. Noble, was in the coal busi- 
ness, Ed Noble was an athletic, adventur- 
ous youth who was only sufficiently in- 
terested in classroom studies to graduate 
from high school “not far,” according to 
one record, “from the foot of the class.” 
When he was still struggling with Barnes’ 
Second Reader, little Ed and his play- 
mates daily took turns standing penny 
treat at a corner store. The future Life 
Savers millionaire, significantly, always 
spent his penny for ‘“pepp’mint lozen- 
gers.” 

At 17, Ed Noble spent a summer haying 
and harvesting. A little later, when he 
finished high school, he struck out for 
Colorado and worked in a steel mill. Re- 
turning east in a few months, he attended 
Syracuse University briefly, then trans- 
ferred to Yale, where he promptly opened 
“an eating house” to augment his college 
expenses. He was graduated in 1905— 
with more money than he had when he 
arrived—after persuading the late, noted 
Prof. William Lyon Phelps of his abilities. 

His first job, as a salesman for the 
Baker & Taylor Company, took him up 
and down the West Coast. One night in 
San Francisco, after an evening in China- 
town, he had gone to sleep in his hotel 
room when he was awakened by a violent 
shaking. It was the 1906 earthquake 
which devastated the city. He rushed 
from the hotel unscathed, and spent the 
next fortnight assisting victims of the 
quake and fires. Then he quit his job 
and left the West Coast for good. 

In New York he took a car-card space 
selling job with the Ward & Gow adver- 
tising agency. He had been with the 
agency a number of years when, one day 
in 1913, he called on Clarence A. Crane, 
a candy manufacturer in Cleveland, to 
try to sell him on advertising a product 
Crane had introduced the year before 
little rolls of mints, punched through the 
middle, which a pill-maker stamped out. 

Crane said the ad salesman could have 
the whole business for $2,900. Thereafter 
Mint Products Company, Inc., was formed 
with a working capital of $900. 

The company rented a one-room loft in 
Manhattan, hired six girls at $12 weekly, 
and started production. But the cardboard 
packages absorbed the Life Savers’ flavor, 
the mints reached buyers smelling 
strongly of glue, and customers broke 
fingernails getting the packages open. 


Drug and confectionery stores refused to 
stock the product. 

Mr. Noble devised a flavor-tight, easy- 
to-open foil wrapping, and the firm set 
out to find new outlets. 

Sales soared, from 940,000 rolls in 1914 
to 6,725,000 in 1915 to 22,470,000 by 1916, 
to 300,000,000 in 1946. Life Savers never 
again had to struggle. Production was 
curtailed by sugar shortage both in the 
first World War and through World War 
II—the output is still 60% of 1941’s total 
—but they should soon be rolling across 
counters again at the prewar rate of 350 
million packages annually. 

During World War I, Mr. Noble left his 
fast prospering business in the hands of 
his brother, Robert P. Noble (today ex- 
ecutive vice-president of Life Savers 
Corporation), while he went into the 
Army as a major in charge of an arsenal 
at Augusta, Ga. 

In 1929 Life Savers Corporation was 
taken into a holding company called Drug, 
Inc., which also controlled such products 
as Castoria, Vick’s Vaporub and Sal He- 
patica, but the Nobles never really lost 
their hold on their mints-making mint. 
When the holding company was dissolved 
in 1933 Life Savers Corporation was 
virtually unchanged, save for two acquisi- 
tions—Pine Bros. of Philadelphia, a cough 
drop firm, and Beech-Nut Company of 
Canada, Ltd., a former subsidiary of U.S. 
Beech-Nut, which now produces Life 
Savers, drops and chewing gum for the 
Canadian trade under both Beech-Nut 
and Life Saver labels. 

By 1938 Mr. Noble felt an urge to turn 
his talents into public service channels. 
Resigning all active business participation 
except his Life Savers Corporation, he 
accepted appointment as chairman of the 
Civil Aeronautics Authority (he owned 
an Autogyro and had learned to fly it). 
A lifelong Republican, he won praise 
from the Roosevelt administration for his 
CAA work, and the following year moved 
over to the Department of Commerce as 
under secretary. He served a year there. 

He had decided, meantime, that he 
wanted to get into newspaper publishing. 
He sought unsuccessfully to buy Syracuse 
newspapers and the Miami Herald. He 
toyed with the idea of backing the news- 
paper PM, then a-borning. He decided 
finally, however, that radio offered more 
of what he wanted. He bought New York 
station WMCA for $850,000 in 1941. 

His chance to move into the radio big- 
time came two years later when the Radio 
Corporation of America was forced to 
sell one of the NBC networks. In August, 
1943, Mr. Noble announced purchase of 
the Blue Network, which he renamed the 
American Broadcasting Company, for 
$8,000,000—half out of his pocket, half 
borrowed from three New York banks. 

Forced by FCC’s multiple ownership 
rule to dispose of WMCA because he had 
acquired WJZ with the Blue, Mr. Noble 
sold the station, for $1,255,000 (he had 
spent $200,000 on improvements, but still 
made a profit) to Nathan Straus. 

Since acquiring ABC, Mr. Noble is said 
not to have taken a penny out of its earn- 
ings—and while net earnings have not 
been disclosed, the operation is believed 
to have realized steadily increasing 
profits, reaching perhaps $2,000,000 last 
year. Gross time billing has risen from 
$15,782,493 in 1942 to $40,617,130 for 1946. 
This, says a new ABC brochure, is a 
154% gain in revenue as compared with 
an average 66% gain by other networks 
during the same period. 

Last summer, in keeping with a desire 
Mr. Noble expressed in 1943 to see ABC 
eventually become a publicly-owned cor- 
poration, ABC asked the FCC and SEC 
to approve a million-share public offer- 
ing of $1 par stock. The issue is eventu- 
ally designed to raise some $14 million for 
ABC expansion. The FCC has approved 
the stock plan, but the application is now 
before the SEC. 

Mr. Noble, in addition to his many 
business and civic capacities, is president 
of the board of trustees of St. Lawrence 
University, Canton, N. Y., from which he 
holds an honorary LL.D. degree 
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Multi-Million 


PR Ad Drives 
Urged by Young 


CLEVELAND — Tremendous in- 
creases in public relations adver- 
tising by business to recapture 
government from ‘“fee-seeking” 
Congressmen, to secure’ lower 
taxes and to rid industry of re- 
strictive labor practices, were ad- 
vocated before the Cleveland Ad- 
vertising Club Feb. 26 by Rob- 
ert R. Young. 

The head of the Chesapeake & 
Ohio intimated, in a talk on ad- 
vertising, that he also is would-be 
head of the New York Central. 
“At least one Clevelander,”’ he 
said, ‘“‘thinks that he can see the 
smoke of the New York Central 
coming around the bend” to Cleve- 
land. 

Far too little advertising “for 
the American system” is run by 
business, he said, pointing out that, 
of thousands of trade associations 
in the nation, ‘only 15 do any im- 
portant amount of advertising.” 
By shirking obligation to the 
public interest, U. S. business men 
are also missing their fattest 
chance to improve profits, Mr. 
Young asserted. 


Suggests Ad Projects 


“In 1947,” he declared, ‘“‘the na- 
tion will pay out nearly $50 bil- 
lions in taxes. It follows that a 
$500,000,000 increase in advertis- 
ing appropriations devoted to bet- 
ter government, to pay for itself 
would have only to succeed in re- 
ducing taxes by 1%. That, I am 
convinced, it could do 20 times 
over. 

“Just as the public fails to ap- 
preciate that the poor—not the 
rich—bear the price spiraling bur- 
dens of taxation, so could labor 
be shown that it is its own nest 
which is sullied when production- 
restricting work rules are im- 
posed, or when less than a day’s 
work is delivered. 

“These crimes against produc- 
tion could forever have been elim- 
inated during the war manpower 
shortages by a turn of the adver- 
tising wrist if business had not 
been so busy boasting of its bomb- 
ers — which, God knows, got 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 
lication 


165 Church Street, N.Y.C.7, N.Y. 
; BArclay 7-8371 : 


enough advertising anyway. 
“Because the nation’s labor bill 
comes to $80 billions annually, 
$800,000,000 additional advertising 
dollars could profitably be spent 


| to accomplish an increase in labor 


efficiency of only 1%.” 
C&O Won by Advertising 


He said that his new Federation 
for Railway Progress (AA, Feb. 
24) will urge the railroad industry 
to lay out a program of capital 
and other improvements which 
will keep the number of men they 
presently employ productively 
working at living wages for at 
least three years in the event a 
depression does come. 

“There are scores of issues,” Mr. 
Young declared. “I am sure each 
one of us has his pet gripe in 


which he would find a million 
followers if he, himself, would but 
step up and get it out of his sys- 
tem in a paid advertisement.” 

The C&O, he pointed out, suc- 
ceeded in bidding for rail securi- 
ties, in eliminating black market 
rail service, securing overdue rate 
increases, modernizing rail equip- 
ment, “eliminating the annoyance 
of the ticket window” and in its 
other efforts, “not only because we 
were right, but because we took 
our case directly to public opin- 
ion. 


Appoints Carlson V.P. 


Herbert A. Carlson, who has 
been with Henri, Hurst & McDon- 
ald, Chicago agency, since 1944, 
has been appointed a vice-presi- 
dent. 


Enterprise Appoints 
Donahue & Coe 


The initial advertising budget 
for Enterprise Productions’ ‘Arch 
of Triumph,” by Erich Maria 
Remarque, will be $1,000,000, ac- 
cording to Donahue & Coe, which 
took over the Enterprise account 
from McCann-Erickson, appointed 
last December (AA, Dec. 9). 

Walter Blake, former  vice- 
president of Blaine - Thompson 
Company and account executive 
on Warner Bros., will handle the 
account for Donahue & Coe in 
Hollywood, where the agency is 
opening an office to service this 
and the M-G-M account. 


Appoints Ruttencutter 

Jim H. Ruttencutter has been 
appointed art director of Wank & 
Wank, San Francisco agency. 
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Adds Ad Division 


Lord Mfg. Company, Erie, P 
has established a new advertisi: 
division, with Carl G. Nordmar 
formerly assistant publicity mar 
ager of the Heald Machine Com. 
pany, as supervisor of advertisin; 


Names Central States 


Servicised Products Corporatio: , 
Chiéago, manufacturer and dis- 
tributor of construction materia):, 
has placed its advertising wi' 
Central States Advertisers, In 
Chicago. 


Introduces Syrup 


British Columbia Sugar Refini 
Company, Vancouver, B. C., has 
introduced Rogers Golden syrup 
in eastern Canada for the first 
time. Stewart-Lovick Ltd., Van- 
couver, handles the advertising. 
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Joins Wheeler-Kight 
Robert W. High, 


formerly ac- 
‘ount executive with Kight Ad- 
rertising Company, has _ joined 


Wheeler-Kight & Gainey, Colum- 
us, O., agency, in a similar 
apacity. 


Appoints Bishop 

Andrew A. Bishop, formerly 
vith the Detroit News, has been 
ppointed manager of the Detroit 
office of Fred Eldean Organization, 
succeeding Walter Murphy, who 
has resigned. 


Names Purnies Agency 


J. L. Purnies & Associates, Mt. 
Vernon, N. Y., has been named to 
handle the advertising of Aire- 
quipt Mfg. Company, Mt. Vernon, 
naker of photographic accessories. 
[rade publications will be used. 


Merchandise Fair 
Attracts Record 
Crowd of Buyers 


PHILADELPHIA—More than 20,000 
dealers in the home furnishing 
and variety merchandise lines, at- 
tending the 10th annual Philadel- 
phia Merchandise Fair here last 
week, got an eye-opening idea of 
what the postwar manufacturer 
has to offer. 

Sponsor of the show, biggest of 
its kind in the East, is the Supplee- 
Biddle Company, one of the top 
wholesale merchandise houses 
dealing in home furnishings, tools, 
cutlery, toys, sporting goods, auto 
accessories, radios, etc. Supplee- 
Biddle pays the entire cost of the 


event. 

Into four floors of its warehouse 
here, the company crowded 827 
booths displaying the wares of 
more than 500 manufacturers. The 
offerings ran from an inch-wide 
mirror attachment for milady’s 
lipstick to a non-sinkable, un- 
capsizable, all-metal canoe. Among 
the novel products shown were 
3ell Telephone’s working display 
of the automobile telephone, and 
a garage door that opens on a 
radio impulse directed from a 
waiting car. 

Promote Show Vigorously 


To top last year’s exhibit, the 
show must produce more than 
$2,000,000 in business, according 
to William G. Steltz Jr., son of 
Supplee-Biddle’s president, and to 


accomplish that aim 
was increased this year. 

Direct mail was sent out to all 
Supplee-Biddle customers and 
personal invitations were extended 
by its 125 salesmen. Months in 
advance of the show, promotional 
ideas were introduced at _ sales 
meetings. 

The 10th year exhibit used the 
slogan, “It’s a 10-strike,”’ borrowed 
from bowling, and executives were 
pictured in giant displays under 
the headline, “‘The trades’ king 
pins.” At the opening day cere- 
monies March 3, Mayor Bernard 
Samuel and city officials waited 
while a helicopter, hovering over 
entrances to the warehouse, 
dropped a ribbon for the mayor 
to cut. 

During 


promotion 


the next three days, 


\ IGOROUS, virile, alert, The Iron Age is spearheading a new era 


in industrial publishing. To the fourth generation of readers and 


advertisers it today brings an ever expanding service. The story of 


this greater service is the story of leadership in six vital and co- 


ordinated functions: 


> 4 News Reporting 


Coverage of Technical Developments 


Reader Service 


Dynamic Paid Circulation 


Market Research 


Advertising Impact 


In the highly competitive era that lies immediately ahead, 


advertisers will profit from the greater power with which 


The Iron Age delivers the full impact of their advertising. 


THE 


NEW YORK 17, 


IRON AGE 
100 East 42nd Street 


N. Y. 


35 


dealers were entertained 
with an audience - participation 
merchandise quiz program via 
Station WPEN, and with a show- 
ing of early spring fashions for 
women by the staff of the N. Snell- 
enburg department store. A ban- 
quet was held March 5 for both 
dealers and manufacturers’ repre- 
sentatives. 

The Philadelphia Merchandise 
Fair was launched in 1937 as the 
brain child of Supplee-Biddle’s 
president, with a total of 25 manu- 
facturers’ displays. It attracted 
enough attention in succeeding 
years to fill a hotel ballroom in 
1942 and to make this year’s ex- 
hibit appear crowded in 125,000 
square feet of warehouse floors. 


visiting 


Script Service Bows 

Radio Script Service Production 
has opened its office at 516 S.W. 
Main St., Portland, Ore. Kenneth 
Tillson, former radio director for 
Mac Wilkins, Cole & Weber, Port- 
land, and Dick Rand, formerly 
with KOIN and KGW, are part- 
ners in the firm. 


The Best Buy in 


Promotion-minded 
Station 


Backing Your Program 
With 


Car Cards 
Direct Mail 
Movie Trailers 
Displays 
Magazines 
Newspapers 
On the Air 


Promotion 


Response Rated Shows 
Are Exclusive 
On KSO 
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ow that it’s fashionable again to 

talk to advertisers about immediate 
sales, we'd like to bring up the subject of 
THIS WEEK Magazine’s “5th Cover”. 


That’s what you might call the Sunday 
newspaper, inside of which each copy of 
THIS WEEK Magazine comes. That’s the 
feature that makes TWM different from 
other leading magazines. And that’s liable 
to be a mighty handy feature for your 


1947 campaign. 


In 1946, most magazine advertising 
concentrated on making friends for the 
future. [The power and prestige and reader- 
interest of national magazines proved a 


great combination for that job. 


But 1947’s campaigns will have to pro- 
duce friends for tomorrow—plus customers 
for today. That calls for everything you had 
in last year’s campaign, plus an “extra in- 
gredient”: an added shot of immediate 


sales power. 


g THIS WEEK MAGAZINE 


Des Moines Sunday Register 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News 
The Cincinnati Enquirer 
Cleveland Plain Dealer 


The Dallas Morning News 


The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 
New York Herald Tribune 


And that’s where TWM’s “5th Cover” 


comes in. 


Wrap that “5th Cover” around any lead- 
ing magazine, and the advertisers on every 
page would feel the difference in sales. For 
they’d be getting, in one package, both the 
power of a national magazine, and the local 
sales punch of America’s greatest shopping 


medium, the Sunday newspaper. 


T WM gives youa magazine fit to head any 
list—with 8% million circulation, over 19 
million readers. Yet it’s part and parcel of 
24 great newspapers, where your key dealers 
in your key markets do their own advertis- 


ing—and watch it pay out the very next day. 


x * * 


With more competition for America’s 
dollar today, 1947 advertising needs not 
only selling copy, but selling media. And 
the way to add that extra sales punch to 
your magazine list is to switch to the one 


and only leading magazine that offers you 
a “Sth Cover”... 


MILLION CIRCULATION 


The Philadelphia Evening Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Lovis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 


The Washington Sunday Star 
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Price Boosts Surprise Truman 
Advisers—and Business, Too 
WaSHINGTON—Perhaps the latest 
price rises should have been ex- 
pected, in view of unsatisfied 
world demand for many grains and 
materials. Yet, they come as a 
surprise to the President’s eco- 
nomic advisers, as well as to busi- 
ness men and Congressmen who 
were sure last summer that OPA’s 
end would mean higher prices 


a. 


By STANLEY E. COHEN, Washington Editor 


[¢ 


temporarily, then reasonable ones. 

While clearance sales were on in 
January, the stabilization picture 
was bright. Steel, coal, auto, com- 
munications and rail wages marked 
time. Now, wholesale prices have 
moved nearly 3% above January, 
and 34.4% above the same week 
last year. Rent aside, neither the 
Agriculture nor Labor Department 
see a break in living costs before 
fall. 

Dr. Edwin C. Nourse, head of the 


three-man economic council, feels 
that the longer price reductions 
are delayed, the more violent they 
will be. He is appealing to the 
NAM, the U. S. Chamber of Com- 
merce, agricultural groups, AFL 
and CIO to help head off another 
wage-price spiral. 


Some Congressmen are less con- 
fident about the good old law of 
supply and demand. Pepsi-Cola’s 


plea to end sugar rationing 
troubled Sen. Burnet Maybank 
(D., S. C.), who once voted to 


“liberalize” OPA on the assump- 
tion that prices would go up fora 
“little while, then come down. “But 
they didn’t,’ noted the Senator. 
Pepsi-Cola President Walter S. 
Mack argued that at least the 
housewife is now able to buy what 


she wants. “Oh, no,’ Sen Maybank 
said. “With prices up 25 to 30%, 
she doesn’t have the money.” 


The Food & Drug Administration 
will move ahead late this month 
on “standards” for salad dressings, 
frozen foods and canned corn. The 
1948 Food & Drug budget antici- 
pates considerably more ‘“stand- 
ards” work, after a wartime lull. 
The “standards,” written in coop- 
eration with industry, consumer 
and state regulatory groups, define 
terms appearing on labels. They 
are used to guard against adultera- 
tion, and have no “grade labeling” 
implication. 

American Retail Federation is 
the latest of many alert trade 
groups to study its opportunities 


Metropolitan 


the— 
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DAN A. CARROLL, 


WHAT'S HAPPENING 
IN WASHINGTON D.C.? 


POPULATION TREND There has been no de- 


crease in the population of the Washington, 


Area. To the contrary, 1946 


reveal a slight increase over the 1945 figure of 1,361,000 
—a puzzling post-war phenomenon until one looks at 


| REASONS WHY | Post-war Government 


agencies and private industry have expanded, absorbing 
much of the personnel of wartime agencies. 
“permanent Washingtonians" whose offices were de- 
centralized during the war are now returning to Wash- 
Lastly, many single girls—wartime stenog- 
raphers—have departed, replaced by veterans and 
their families returning to Washington for their 
previous permanent jobs. 
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STAR'S GROWTH 
IN CIRCULATION... 


Paralleling the growth of Washington, The Evening 
Star's circulation is now more than double that of any 
other Washington newspaper in the afternoon (not 
including forenoon editions), and its total circulation 
in the Washington Metropolitan Area far exceeds that 
of its contemporaries in the morning, evening or Sunday 


Average Net Paid Circulation. 
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field. 
Evening 
Year ending Sept. 30, 1946... 210,650 
Year ending Sept. 30, 1944 191,363 
Year ending Sept. 30, 1942 173,822 
Year ending Sept. 30, 1940 151,201 
Year ending Sept. 30, 1938 135,562 
Year ending Sept. 30, 1936 128,565 
Increase during past ten years 82,085 
or 63.8% 
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Sunday 
225,491 
195,097 
176,305 
154,694 
146,259 
136,237 


89,254 
or 65.5% 


All Returns and Service Copies Deducted 


95.3% in Retail 


| 
| 
Trading Zone | 
| 
J 


ess cae se: GE AD A SS SONS SNE GS SND SN GND SN SSO SAEED RSS 


Advertising Age, March 10, 194 


under the Agriculture Depar 
ment’s expanded research pri 
gram, looking toward new map 


kets for farm products. The pro 
gram, under A. E. Meyer, calls fo 
expenditure of $52,500,000 durin 
the next five years developing neu 
uses for farm products, and “ 
sound, efficient, privately operate: 
distribution system.” A chain o 
industry advisory committees wil 
be set up, to help decide the cours 
of investigation. 


The fight over the Atomic En- 
ergy chairmanship has given m« 
mentum to a suggestion that Con- 
gress de-emphasize chairmanshij 
of government commissions. A ro- 
tating chairmanship like FTC’s, it 
is argued, makes it more difficul! 
for a strong personality to domi- 
nate an agency. The idea has par- 
ticularly strong appeal to some 
broadcasters, who were continu- 
ally scrapping with commanding 
personalities like James Lawrence 
Fly and Paul Porter, who headed 
FCC. 


Commerce Department’s — slick 
technical journal, “Federal Science 
Progress,” which is worrying the 
Associated Business Papers (AA 
March 3), is in trouble. A feature 
on atomic energy in the current 
issue has annoyed several Con- 
gressmen, who fear it reveals se- 
cret data. In any event, Commerc: 
Information Chief Don Burgess is 
questioning whether this is a smart 
way to get the government’s in- 
formation to the public. He recog- 


nizes that material can be more 
widely circulated through estab- 
lished technical publications. Edi- 


tor John Perry will have “his day 
in court.” 


Reconversion has a meaning to 
the Treasury, too. In January, for 
example, manufacturing taxes on 
automobiles and automotive equip- 


ment of various sorts brought 
nearly $28,000,000 more revenue 
than in the same month of 1946 


lubricating oils $1,500,000 more: 
gasoline $9,500,000; radio sets $6,- 
200,000; phonograph records $500,- 
000; electric, gas and oil appliances 
$3,000,000; refrigerators $1,500,000 
Some war boom revenue items, like 
telephone and transportation taxes 
were off. Excise taxes on jewelry 
furs, toilet preparations and lug- 


gage held their own. Admission: 
were up $3,300,000. 
2 oo oe 
The Rural Electrification Ad- 


ministration anticipates a Congres- 
sional drive to clip its right to se! 
up power generating plants 
Though 90% of the electricity used 
by REA co-ops is purchased fron 
private generating companies, REA 
Administrator Claude Wickard 
feels his reserve right to build hi 
own plants holds the price down 
In 11 years, REA has a remarkabli 
record. In Minnesota, for example 
only 6.8% of the farms had centra 
station power. Today 85,000 farm: 
—55.7%—have service. 


Rep. Thomas J. Lane (D., Mass. 
thinks FCC should have rules pre- 
venting “subversive” element 
from using the radio “to under- 
mine our form of government.” . 
Sen. C. D. Buck (R., Del.) has dis 
covered the Internal Revenue Bu 
reau collecting a 15% “luxury” ta? 
on blueprint paper. . . Commerc: 
Department hopes to release 
personnel training film for retail 
ers by summer “to cope with the 
coming buyer’s market.” The 
new Frequency Modulation As 
sociation is holding periodic lunch- 
eon meetings with top FCC of- 
ficials, just like the “informal get 
togethers” invented by NAB Presi- 
dent Justin Miller. 


To Weiss & Geller 

Bernard J. Gross, formerly ¢ 
copywriter with Leo Burnett Com- 
pany, has joined the creative staff 
of Weiss & Geller, Chicago. 
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Bob Hope Grabs 
Top Hooperating; 
Fibber, Molly 2nd 


New YorK — Pepsodent’s Bob 
Hope moved into first place in the 
Feb. 28 Hooperatings, with a mark 
of 31, switching positions with 
Fibber McGee and Molly, who 
dropped to second place, with 29.8. 
Jack Benny moved into third 
place, with 29, replacing Amos ’n’ 
Andy, currently fourth with 26.8. 

The average evening sets-in-use 
of 32.8 is down 1.5 from the last 
report and up 0.5 from a year ago. 
The average evening rating is 
10.8, down 0.5 from last report, 
and up 0.3 from a year ago. 

Average available homes are 
80.6, down 0.8 from last report, 
no change from a year ago. The 
current total sponsored hour index 
is 73 as compared with 71% last 
report, 774% a year ago. 


A tabulation of the First Fifteen | } 


evening programs follows: 


Bob Hope errr ee he tie uk ° er 
Fibber McGee and Molly. baa > 
pS we.) ee 5 wey, 
one. "EE ie 66s 0% eee 
yl EN A ear ae ae ee . 29.8 
Oe a eee eer 
eg gd) a a 24.6 
RaGio TROMCEE «sos 5 i000 00 Sins 0.0 
Duffy’s Tavern urease ero yes 20.8 
Screen Guild Players............20.5 
Bandwagon ........- i < a ee 
Mr. District Attorney.......<3. 20.0 
Walter Winchell ..... ech é 19.3 
George Burns and Gracie Allen 19.0 
Take It or Leave It..... ; ere ee 

“When a Girl Marries,” with 
9.3, replaced “Young Widder 


Brown” in Hooper’s Top Ten day- 
time programs. The ratings: 


When A Girl Marries......... .9.3 
Our Coal, Berea vcs os sa kode .8.3 
Ma Perkins (CBS) aa ciiis 8.8 
Romance of Helen Trent . 8.1 
Right to Happiness..... 8.0 
Banmatewms Wile 2.6 ii vinwsciaes o tone 
Kate Smith Speaks....... sa 
PURE 2 ee PONEU) 6.3 422s ew feu oe 7.6 


Breakfast in Hollywood 


Got) ae rer rir ree eo Pa, 
ROE ROSIE 6.0% 004 wate we eae eke 7.1 
Yours WiGaGer Brow. :« 00s... aesewten 


Announces Ad Rates 


Paint Logic, New York, has is- 
sued rate card No. 20, which for 
the first time allows space reserva- 
tion for half-page and quarter- 
page contracts, in addition to its 
present full-page contracts. 


Johnson to ‘Seventeen’ 


Harold M. Johnson, formerly 
with Conde Nast Publications, has 
joined Seventeen as New England 
advertising manager, with offices 
in the Park Square building, Bos- 
ton. 


Plan Food Locker Show 


Frozen food locker operators of | 
the eastern states will hold a con-| 
vention in the Hotel New Yorker, 
New York, June 9-11. 


USE 


REPLY-O LET TER 


SELL BY MAIL! 


Mass mailers use Reply-O Letters to 
sell books, magazines, food prod- 
ucts, health aids, and many other 
items. Reply-O Letter can help you! 
We offer 
ligation. 


consultation without ob- 


What Are 
Your Needs? 


Aittarhead. 
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REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


Announces Ad Rates 


Small Boats, a new magazine to 
appear in May (AA, Feb. 24), 
published by Small Boats Publish- 
ing Corporation, New York, has 
set its basic page rate at $190, 
with a guaranteed circulation of 
10,000. 


Ads Plug New Shampoo 


Allied Toiletries Ltd. is promot- 
ing its Rayve Creme shampoo in 
Ontario dailies. James Fisher 
Company, Toronto, is the agency. 


Peeters Advanced 


M. G. Peeters has been named 
manager of the Wadhams division 
of Socony-Vacuum Oil Company, 
Milwaukee, succeeding James M. 
McLaughlin, who has retired. Mr. 
Peeters was formerly assistant to 
Mr. McLaughlin. 


McCoy Joins Hearst 

Boyce S. McCoy, formerly with 
Erwin, Wasey & Co., Chicago, has 
joined the staff of Hearst Adver- 
tising Service, Chicago. 


Names Kopmeyer Agency 
Pascagoula Decoy Company, 
Pascagoula, Miss., manufacturer of 


Padco decoys, paddles, oars and 
boats, has placed its advertising 
with M. R. Kopmeyer Company, 


Louisville. 


Two Join FC&B 


Roy Campbell Jr., formerly 
sales development manager of 
Lockheed Aijircraft Corporation, 


Burbank, has joined Foote, Cone 
& Belding, Chicago, as marketing 


39 


director. Eugene W. Cooper, for- 
merly vice-president and account 
executive of Grant Advertising, 
has been named account executive 
of FC&B. 


Point of Sate APE 


PRINTED © CELLOPHANE © ADHESIVE 


TOPFLIGHT TAPE CO. 


HUBER BLOG., —— YORK, PA. 


Fine Coated Paper 
Needs No Other Name 


By “streamlining” its manufacture, Consolidated improved 
the printing qualities and reduced costs of enamel-coated 
paper. This superior product... sold at uncoated prices 
... remains fine coated paper and needs no other name. 


Aes ae oy eae 
pause ee ea 


PES. 


oe 


Consolidated Coated 


Papers } 


Picturing some of the television equipment 
developed in the RCA laboratories, the above 
advertising illustration is typical of the strik- 
ing photographs which fill both editorial 


and advertising pages of Popu- 
lar Science Monthly. 
Reproducing such photo- 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


Five Modern Mills 


sat ty 
PRODUCTION GLOSS 
MODERN GLOSS 
graphs brilliantly, with complete detail, requires 
fine printing on quality coated paper. The major 
share of Popular Science Monthly is printed 
regularly on Consolidated Coated. 
Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers meet almost any 
printing need, 


CONSOLIDATED WATER POWER & PAPER COMPANY 


SALES OFFICES a 


135 SO. LA SALLE ST., CHICAGO 3 
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Owens-Illinois Ups Two 


Northrup F. Bowes, field mer- 
chandising manager, has been ap- 
pointed eastern sales promotion 
manager of the glass container di- 
vision of Owens-Illinois Glass 
Company, with headquarters in 
New York. Newell A. Pontet, who 
helped organize the film and dis- 
play division, has been named 
manager of that division. Mr. 
Pontet will be located in the main 
office in Toledo. 


Prepares Ad Bocklet 

The National Association of Re- 
tail Grocers, Chicago, has pre- 
pared a booklet entitled “So 
You’re Going to Advertise?”’, a 
guide for independent food retail- 
ers in planning continuing adver- 
tising programs. 
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Business Paper 
Ad Volume Down 


4% in February 


CHICAGO—Business paper adver- 
tising volume in February dropped 
4.3% below that of February, 1946, 
according to Industrial Marketing’s 
latest tabulation, 
from 169 publications. 

The business papers carried 22,- 
015 pages last month, 
23,013 a year ago. In January, 167 
papers carried 23,207 pages. 
two-month total this year is 45,222 
pages, 5% below the comparable 
figure last year. 

Industrial papers carried 14,328 
pages, 8.4% 
these 106 papers carried in Febru- 
ary, 1946. Thirteen export pub- 
lications show a 3.2% loss, running 
1,018 pages 
1,052 a year ago. 
publications carried 1,803 pages in | 
February, down 2.1% 
pages a year ago. 

The trade group of 31 publica- 


tions showed a strong gain, how- 
ever. Last month they carried 
4,866 pages, 8.5% more than the 


4,484 carried a year earlier. 


‘shall lure it back to 


cancel halt a line!”... 


to pungent reporting. 


Press. Since John S. Knight became publisher in 1940, 


his editorial credo of “brevity, truth and sincerity” 


become part and parcel of the soul of this newspaper's 


news room. 


He demonstrated 


stories is unnecessary ; 


facts is outmoded. Verboseness is ‘ 


has made for better writing, more interesting news stories, 


and a greater coverage of more news items. 


best evidenced in the fact that The Detroit Free Press has the 


largest circulation of any weekday newspaper in Michigan. 
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FEBRUARY BUSINESS PAPER ADVERTISING VOLUME 


These figures, 
duced without written permission. 
monthlies and have standard 


compiled by Industrial Marketing, 
Unless 
7x10 inch type page. 


must not be quoted or rep) 
otherwise noted, all publications a; 
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| Diesel Progress (8%2x11 ) 63 67 Jewelers’ Circular 
Electric Light & Power. . v7 75 Keystone ........... 296 264 
mt pe aan - ae 127) Lingerie Merchandising. 73 65 
| Hlectrical South ....... 41 »” | Liquor Store & Dispenser 68 63 
Electrical West ........ 79 92) Men's Reporter (9x115%) 134 145 
: oe — al World (w)... = = PRR SUGBNSS ii cccciccs 225 232 
ectronics .. 202 WEP chess che kaiate 5c 147 152 
| Engineering & “Mining ot - | Motor OS eae as 109 113 
iE Journal . gah” Aue a 1132 15 (Nz zonal Jeweler) 
| Engineering News ec- "al CeUMERE so 292 291 
| Ord .(W) ....--eseeeee $364 *$353 Office +.) ES 
Factory Management & Y CO S/OREO)- sccm ss ais 7146 14] 
ge nt vane err os a vid | Photographic Trade 
ire Engineering ...... 8 45 gah aint apie’ a 195 59 
peod meceates re ae saan Plumbing & Heating 
TOUNGTY ose esereereeecs ~— SOOPOGL 6 i.e ices i 58 53 
a ass piteeoas tess Me i Sheet Metal Worker.... 69 *63 
mas Age (bi-w)........ : *“ | Southern Automotive 
Heating, Piping & Air A | re vy §156 97 
Conditioning ......... 124 118 Southern Hardware .... 116 99 
Heating & Ventilating. .. 81 81 | Sporting Goods Dealer. . F185 170 
Industrial & Engineering | Syndicate Store Merchan 
ew (two edi aa _ | diser (4%x6%) ...... 107 116 
JOMG) «cccccccrsesceccs I 19 —— —— 
merry Finishing a gg | TOtal ..---ee esses eee, 1,866 4,484 
| Clo LS er rererarre 7 . 
Industry & Power...... 137 134) , Export Group | 
. . . * . ' American Automobile 
a” a) Gare 526 620 wise nA 
|Laundry Age .......... +479 *74 | (ove rseas edition) ee 40 41 
| Machine Design ........ *238 *297 | American Exporter (two 
| Machine Tool Blue Book — g|Automorit. Americano... ‘sy ‘a8 
Uxegl, ren 27 326 | Auto AI ano... f 
PRs kt bk See 318 ben Caminos Y Calles....... 27 28 
Se ENDER DROOET. Soke isiscane 3! pgp 
Manufacturers Record .. 42 46 | Farmaceutico .......... 56 46 
Marine Engineering & Hacienda (two editions). 121 121 
" Shipping Review ..... 126 189 Ingenieria, _Internacional i : 
Materials & Methods.... 143 175 I tn ruccion Bese ass ‘ l 
| Mechanical Enginee ring. 106 112 | Ingenieria Internacional 
Mechanization (448x7 76 92 | > eer 91 109 
REVI h b t th 1 of wit. the Metal Finishing ..... ih 85 72 | oo ee ricano. 65 be 
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Oil Weekly (w)......... *$||307 *$303 | American Hairdresser... 7 7% 
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eee 85 92 | Denta te GSO Te 5 5 
| Paper Mill News (w).. *$110 *$120 | Distribution Age ....... 62 *73 
Paper Trade Journal ‘ "ae Leg a et Sa 34 Bs! . 
CW). sever sseweswicnve $1230 236 | Hotel Management ..... 
Petroleum Engineer .. 135 143 | Hotel World Review (w) P pi 
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4, 2S OS eee 7101 *105 | Industrial Marketing ... 91 128 
PN? ct hae aee 39.4 <9eee 211 255 || Medical Economics 
| Power Plant Engineering 107 129 | . eAxe Ss) ) a a se 
" 1c ‘ a Practical Builder Modern Beauty Shop.... ( 8 
that encyclopedism in news 101415) Leas mae 5% 31 27 Modern Medici ine (semi- 
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> VI { ‘ Product Engineering ... 262 346 | Oral Hygiene (4);Xx7;)). 153 150 
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& Management ....... x3 116 eg 4 COOH cass 34 26 
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SNe rere 423 181| °Three issues. 
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romxii ‘ te T se ; a oa 116 148 7Figure for Cotton. With January, 1947, 
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ing (bi-w) ...... nda 55 56, “Weekly beginning January, 1947. 
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Breeders to Advertise 


The American Hereford Breed- 
ers Association, Kansas City, Mo., 
has appointed R. J. Potts-Calkins 
& Holden, Kansas City, to direct 
a campaign in national and state 
farm papers and Time, using page 
and half-page copy. 


Commerce Moves 


The Chicago regional division of 
the United States Department of 
Commerce has moved its offices to 
332 S. Michigan Ave. 


New Studios for WJR 


Station WJR, Detroit CBS affil- 
iate, has started construction of 
new studios and offices which will 
also house the proposed FM sta- 
tion, WJR-FM. The work is ex- 
pected to be completed by May 1. 


BBDO Names Casto V.P. 


Dale G. Casto, who has been 
with the Buffalo office of Batten, 
Barton, Durstine & Osborn since 
1927, has been named a vice- 
president in charge of all accounts 
handled by the Buffalo office. 


Advert 


ae 


The 
circles 
can meé¢ 
denied, 
careful 
merger 
by CA 
Trippe, 
of a Sil 
line—a 
ported] 
like to 
operate 
feeding 
change 
cilities, 
think, 
the Pa 
cause 
profita! 
not n 
slump. 


Alon 
increas 
CAB n 
of mer 
which 
parent 
which 
up smi 
way to 
pressec 

Resp 
airline 
money 
ful ope 
the lez 
appear 
hope | 
secret 
tinenta 
delight 
north | 
lines f 


Jam 
joined 
public 
change 
and C 
from ¢ 
Public 
Althou 
exclus: 
has be 
of his 
month 


Sign 
Hotels 
interes 
again, 
which 
ness i 


wollen we ty 
Wiss ; F tt G 
; : : P os : : A a ‘ : - wy ¥ SF ot ; are 7 sg 2 <i i >a <s a 
4 = es | 
Bers Bs! £ 
i. ‘gia = 
a : 
f ee r 
nee) Bes 
seuss 
\ Momma 
te 
ik: 
; | 
| 
| 
. | 
: | 
| (SS 
as ) 
ae | 
Ay aie | 
re] 4) | 
se 
it : 
(ie 
i 
= 
er 
ae 
emieeo. " 
a 
fy 
On rie | 
aie 
; | 
‘ coer (ine 
*; ees ae 
: aie 
Bae 7 aa 
pe 
eae 
‘i 
+ ie ae 
a ie 
rea . | 
— pe 3 } 
ay | 
“S | 
a 
Es a) ~ 
ie | 
Sasa 
a 
— - “hats y 
os 
ae 
ai 
er 
: | 
ae 
a 
as 
OM 
Ee wal 
De ine 
hans 
~e 
=a oi as 
a. i — 
ems we 
“ORE ey ee ee 
sy ca) 
ee 
> 
we ion 
© a 
ae 
is FS ps 
til ie : 
ay Se ‘3 
3 We 
; ate 
: ea 
es 
ee 
+ tig j 
: : ee 
~~ 4 " B =’ 
b, : > hy : , . . . as x , ' ’ . : ’ ? 


May. 
type 
ssing, 


1947, 
stries. 


affil- 
n of 
will 
sta- 
| ex- 
ay 1. 


A? 


been 
itten, 
since 
vice- 
yunts 


The rumors around 


aviation | says 


it was requested to place 


circles about a TWA-Pan Ameri- $200,000 of duebill advertising in 


can merger have been repeatedly | the past few months. 


In most in- 


djenied, with most of the denials stances the hotels are still full up; 


earefully pointing out that any) 


the advertising is designed as in- 


merger would have to be okayed | surance against qectining business. 


by CAB. Pan-Am’s boss, Juan | 
Trippe, was an outspoken advocate | 
of a single American overseas air- 
line—a “chosen instrument.” Re-| 
portedly Mr. Trippe would now 
like to see a “community airline,” 
operated jointly by the lines now 
feeding overseas, with free ex- 
change of passengers, service fa- 


7K bg 


Standard Oil (Indiana) is in the 
process of developing a new, 
three-dimensional station identifi- 
cation sign, standing 19 feet high, 
oval in shape, and with a lighted 
“torch” on top. To install the new 


| sign at all Standard outlets repre- 


sents a program costing almost 


$4,000,000. 


There is considerable  signifi- 
cance in the fact that General 
Mills has almost completely 
dropped the Wheaties cartoon 
technique which delivered such 
sensational readership ratings in 
the newspaper continuing study. 
Despite ratings which put every- 
thing else to shame, especially on 
a readers-per-dollar basis, reports 
have it that the cartoons have lost 
their sales punch. Some analysts 
are even arguing that the Wheaties 
experience proves again that 


humor—even at its best—is among | 


the weaker selling appeals. 
a Be Bd 


Alarmed over the implications 
of the Congressional drive for in- 
creased second class postal rates, 
the National Publishers Associa- 


tion has engaged the accounting! 


41 
firm of J. K. Lasser & Co. to make 


| a detailed study of magazine pub- 


lishing incomes and costs. The 
material will be presented to 
various Congressional committees, 


and might also turn up some valu- 


able new data on the financial 
operations of the magazine field. 


For a picture at your office, 
plant, banquet or convention 
hall, an RCS photographer is 


ready to do the job for you ex- 


pertly on the spot. 


State 5977 


cilities, etc. Whatever TWA may |. San 


think, American has been cold to | 
the Pan-Am idea, principally be- | 
cause its German run is the most 
profitable—and only overseas run | 


not now feeling the air travel 


slump. 
oo * * | 

| 

Along the same line, there is an | 
increasingly recurrent rumor that | 
CAB may take a more kindly view 


of mergers in the future. Mergers | 3 


which heretofore have been ap- 
parently considered a means by | | 
which major airlines could gobble | 
up smaller companies, may be the | 
way to put some of the more hard 
pressed lines back in the black. | 


Responsible observers say that | 5 


airlines in many cases are losing | 
money to the extent that success- | 
ful operations are those by which 
the least amounts are lost. There | 
appears. to be in these cases little | 
hope of actual profit. It is no| 
secret that some major transcon- | 
tinental lines probably would be | 
delighted to have some of the) 
north and south routes of smaller | 
lines for use as feeder systems. | 
* Bd oo | 
James W. Irwin, who has just | 
joined Ford Motor Company as 
public relations director, has 
changed the name of his New York | 
and Chicago public relations firm | 
from J. W. Irwin & Associates to | 
Public Relations Associates, Inc. 
Although devoting himself almost 
exclusively to Ford problems, he | 
has become chairman of the board 
of his own firm and will sit in 
monthly on policy meetings. 
* ok oe 
Sign of returning normalcy: | 
Hotels are beginning to exhibit an 
interest in duebill advertising 
again, after six years. One agency 
which handled a volume of busi- 
ness in this field before the war 


Print it oa 
the West — 


FOR WESTERN es 3 


DISTRIBUTION | 


%& Los Angeles 


Flying us the copy, layouts, mats | 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 


process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. | 


a> 


1,200...Orders for copies came from Veterans’ 
Administration in Chicago and Waukegan, ten 
d VA hospitals in four Southern states and one 
in Illinois...separation centers at Fort Sheridan 
4 and Great Lakes, Ninth Naval District offices, 
American Legion for all post offices in Illinois, 
employment offices in three states...Indiana 
’ Veterans Dept., Veterans Service Center in 

New York City, United Air Lines...Chicago 
USES, Red Cross, Public Library...and still 


others came from many sources. 


emer sc 


U.S. foreign policies... 


~ 
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Proverb proved... 


The personnel manager shook his head. "sorry, 
this job takes two good feet." 

To help the veteran, handicapped or healthy, 
get job training... The Chicago Sun outlined 
the salient features of Public Laws 346 and 16— 
a in a Graphichart published July 8, 1946. 
© Response was instant, nationwide. The Illinois 
Manufacturers’ Association requested 500 
reprints, the Chicago Retail Merchants Association 


Sun Graphicharts present important 
subjects in outline and diagram, 
take ten days to two weeks to prepare... 
In eighteen months Graphicharts 
have treated accident prevention, 
poliomyelitis, juvenile delinquency, divorce 


See ag He ie 


rates, St. Lawrence waterways, the national debt, 
mental illness, UNRRA, Chicago health, 
invariably bring 

requests for back-numbers, reprints, 

or reproduction rights from firms, clubs, 
organizations, state and government groups... 
are reprinted in newspapers, house organs, 
magazines...used by schools and clubs for visual 
education...have had more than a million extra 


circulation all over this country and Canada... 


proved to be more influential than years 


of conventional editorials. 


The Sun gets action in Chicago!... 


newspaper 


A wanted 


sow five years old, commanding 


a premium price of 5c per copy...The Sun has the 


respect and support of the kind of people 


PIFALLS TO AVOD 


SR even 


¥ 

a 
who make things happen in Chicago. As a 
medium it has proved its influence in moving 
merchandise as well as minds—stands first ; 
on many retail schedules, is frequently lowest 
in cost on sales produced...carried more 
than 13,700,000 lines of advertising last year... 


and while The Sun’s 300,000 plus daily and 
450,000 Sunday circulation doesn’t reach all of 


the Chicago market... 


no advertiser can reach all 


of that market — and much of the best brains 


and buying power in the market —without The Sun! 


{$CHE CHICAGO BUN 


400 West Madison St., Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 
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War Department 
Ads Seek Lessees 
for Idle Plants 


WASHINGTON—The War Depart- 
ment’s Corps of Engineers went 
into 50 newspapers and 17 trade 
and business executives’ publica- 
tions last week to lease $900,000,- 
000 of its “stand-by” munitions 
and chemical plants. 

The installations, at 31 different 
locations, are offered for conver- 
sion for the manufacture of fer- 
tilizers, wood pulp and _ paper 
products; textiles and textile prod- 
ucts; large and small chemical 
operations; plastics; processing, 
packing and storing of foods, bev- 
erages, tobacco; building materials 
and furniture; metal and alloy 
products; electrical appliances, 


and packaging and assembly line | 


products. 


The 31 giant installations—one | 


of them covers 55,000 acres—are 
to be leased in whole or part 
through direct negotiations. 
Department wants a fixed rental. 
It will grant 15-year leases with 
renewal options. 

War Department’s “stand-by” 
plants are a selected list retained 
by the government for quick con- 
version in case of emergency. They 
are not included in the long list of 
wartime facilities turned over to 
the War Assets Administration for 
disposal. 


Copy Placed Direct 


War | 


The Corps of Engineers’ pro- 
gram is under the direction of 
Col. O. P. Easterwood, contract- | 


ing officer for the Corps’ legal di- | 


vision. The advertising has been 


prepared by Frank O. Barden Jr., | 


administrative officer for the ad- 
vertising program, and has been 


CO nink of the Na- 


tional Capital as a 


City in which almost 
everybody's domes- 
tic economy is stabi- 
lized by the salaried 
security of Govern- 
ment jobs and col- 


lateral activities. 


Everybody's a cus- 


tomer in Washington. 


Buy Great Circulation 


Editor and Publisher 


TIMES-HERALD 262,216 
The STAR 210,256 
| ‘The POST 167,261 
| The NEWS . 109,694 


as of September 30, 1946 


Times MBeraln 


WASHINGTON, D. 


National Representative 


GEO. A. McDEVITT CO. 


placed direct by the Corps of En- 
gineers. 

War Department is anxious to 
keep the plants operating in order 


to benefit the local community, 
and to hold down maintenance 
costs. An operating plant would 


retain a nearby labor force. More- 
over, the lessees would assume 
maintenance expense which cur- 
rently costs the taxpayers many 
millions of dollars. 

The first insertion involved full 
pages in 17 newspapers and half 


pages in 33 others, in metropoli- 
tan communities, and areas ad- 
joining the plants. Full pages have 
also been approved for Business 
Week, Nation’s Business, News- 
week, Time and 14 business papers 
in the plastics and chemicals field. 

Additional newspaper advertis- 
ing will be used for individual 
plants as the campaign continues, 
Mr. Barden said. Many of these 
ads in quarter page, 4-column by 
9-inch and 600-inch sizes, will be 
used in areas adjacent to the 


— Pere ree) ' = 


; plants. In all, the Corps of En- | Increases Ad Rates 


|gineers expects to spend about | + “ 
' $100,000 to promote the plants. Effective June, 1947, Hardwar 
| Age, New York, will increase it 
Though the contracts 


| provide | one-page, one-time insertion rat. 
for the government to reclaim the from $275 to $300. All new busi 
plants in case of emergency, the | ness accepted prior to June 1 wil 
Corps of Engineers points out that | receive the current rates for the 
most industry would be subject | remainder of 1947. 

to the same authority in case of 


another grave emergency. Simmonds Agency Moves 
Full brochures outlining facili- | Se B teale ales of Bim. 


ties av ailable at each site, accessi- | monds & Simmonds has moved t 
bility and similar details, have larger quarters in the Railway 


been prepared for the plants. Exchange building, 611 Olive St 


New Orleans is the 


2nd PORT 
IN U.S. A. 


... First in Efficiency 


New Orleans ranks as “Second Port 
in U.S.A.” in value and diversity of 
export and import cargo—first in effi- 
ciency. New Orleans has more than 7 
miles of modern wharves, coordinated 
ship-rail-barge lines, grain elevators, 
fruit conveyors, one of the world’s finest 
coffee terminals and all banking and 
factoring services. Over-all port costs 
at New Orleans are lower than at any 
other gulf port. 


SERVING THE MISSISSIPPI! VALLEY New Orleans 
is the logical inlet-outlet for this rich trade territory 
where more than 41% of the Nation’s retail sales 
are made. New Orleans is the heart of the world’s 
greatest system of inland waterways and the pro- 
posed Tidewater Channel will further enhance the 
position of New Orleans as a great port. 


— 
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SERVING LATIN AMERICA— New Orleans is closely 
linked with Latin America by tradition and tem- 
perament — is greatly favored as a trade mart. Re- 
cently added steamship and airline facilities provide 
further attractions to Latin American trade. 


SERVING WORLDWIDE MARKETS — More than 50 
steamship lines sail to and from 48 of the 50 leading 
world ports and to hundreds of smaller ones. Fre- 
quent sailings speed service and reduce port costs. 
At a recent International Week celebrated in New 
Orleans, ambassadors, ministers and other repre- 
sentatives of 30 foreign countries were in attend- 
ance—in recognition of New Orleans’ importance to 
world trade. 
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Co-op Frozen Food 
Campaign Is Seen 
at Packers’ Meet 


New YorkK—Prospects of a na- 
tional cooperative advertising 
campaign were held out last week 
by Quick Frozen Foods, which 
declared editorially that such a 
campaign is feasible and neces- 
sary, and that if 1% is taken from 
both packers’ and distributors’ in- 


voices the fund would amount to 
between $2 and $3 million an- 
nually. 

E. W. Williams, publisher of the 
business paper, told AA the co- 
operative campaign will be dis- 
cussed at the National Association 
of Frozen Food Packers conven- 
tion in San Francisco March 19, 
but that—even if it is approved— 
no action is likely until 1948. 

The editorial recalled that much 
discussion has been held about a 
cooperative campaign, but that 


inadequate distribution and short 
supplies hampered its development 
for five years. “‘The moment seems 
to be ripe for such a _ national 
campaign,” the editorial — said, 
“which would bring frozen foods 
strongly before the public much 
along the lines of the effective 
meat advertising put forth by the 
American Meat Institute.” 


Howell Advanced 


David M. Howell, formerly man- 
ager of printed production, has 


been appointed manager of all 
mechanical production activities 
of Rickard & Co., New York. 
Christopher J. Raines has been 
named assistant manager. 


Miller Advanced 

Francis Collins Miller, manager 
of the Omaha office of Bozell & 
Jacobs, has been named general 
manager of all of the agency’s 
offices, located in Indianapolis, 
Chicago, Shreveport, Dallas, Hous- 
ton, Minneapolis, Seattle and Los 
Angeles. 


New civic enterprises speed 


growth and prosperity in 


New Orleans 


INTERNATIONAL HOUSE — One of New Orleans’ most recent enter- 
prises is International House which, in a beautiful ten-story building of 
its own, affords a meeting place for emissaries of world trade. Here 
every facility is available—the appointments of a modern club, meeting 
rooms, offices, research library —- many other features and services. 
International House is a non-profit, non-trading institution supported 


by public-spirited citizens. 


FOREIGN TRADE ZONE— New Orleans offers the facilities of a foreign 
trade zone — the second to be established in the United States. 
this zone goods may be trans-shipped to foreign ports without passing 
through custom barriers. Foreign goods can be re-labeled, re-packaged 
and manipulated without recourse to a bonded warehouse. Judging 
from the record of the first foreign trade zone, New Orleans will now 
enjoy another substantial and rapid gain in import-export volume. 
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INTERNATIONAL TRADE MART — A model of modern architecture and 
twentieth century efficiency, this building will house a comprehen- 
sive display of raw materials and finished products from many 
countries. The International Trade Mart will be one of the finest, 
most complete wholesale trading centersin the world. It is expected 


to be in operation late in 1947. 


WORLD'S LARGEST AIRPORT—In size and facilities, New Orleans’ 
new Moisant International Airport is the world’s largest. Since its 
opening in May, 1946, airline passenger traffic more than doubled. 
New Orleans — ‘“‘Air Hub of Americas’’ — serves 72 foreign and 
domestic cities; applications are on file for 101 additional routes 


Folks turn first to— 


NEW ORLEANS | 


‘A DEPARTMENT OF LOYOLA UNIVERSITY 


50,000 Watts --- Clear Channel --- CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 


power in the South’s greatest city 


Akron 


BUSINESS 
2nd AMONG 


BesT [#2 


Akron with a 23°, increase 
in business activity over a 
year ago, is second among 
the ten cities showing great- 
est gain in business, accord- 
ing to the Forbes Magazine 
Map of Business Conditions 
for February |5th, 1947. 


Akron is also one of two 
cities to be listed among the 
first ten during the last two 


business periods. 


Yes, business is good in 
Akron, but, are you getting 
your share? If not, there's 
one sure way. Place your 
advertising in the Beacon 
Journal and tell your story 
to every prospective buyer 
in the great Akron Trading 


Area. 


You of course know the 
Beacon Journal has complete 
coverage of this rich, free- 
spending Market. You can't 


ask for more. 


JOHN S. KNIGHT 
PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 
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Lennen Puts 


‘New Face’ 


on Americas Women 


Adman Created More 
Than $150,000,000 in 
Sales Copy Since '24 


By JOHN H. CRICHTON 
New YorK—When Lennen & 


the office. 

Left alone, Lennen returned to 
his work, but the idea of the mud 
pack kept bothering him, and the 
wistful face of the young chemist 
kept interfering with his flow of 
thought. The next day he called 
the chemist: 


“Look; you put up| 


Sy holed DPoelors HOLD 


Brine THRILLING PROOF OF SIMPLE 


612 Women... 
with leading Soaps, Creams and Lotions... 


for 30 days... given” Halt-Face™ 


supervision ef well-known Dermatobogint: in 11 cities 


acTr StURMITTED 


AL CASE HISTORIES 


Mitchell goes to work on Lehn & $500, and I'll put up $500. We'll) “*"°" toe 
Fink’s Dorothy Gray account in| ~ 

July, there is a significant angle | 
return 


to the change—the 
Philip W. Lennen 
to the cosmetic 
field where he 
made his reputa- 
tion. In the 22 
years since its 
founding, Len- 
nen & Mitchell 
billed an average 
of $11,000,000 a 


of | 


year, or a Aotal 

of about $242,- 

000,000, largely 

in cosmetics. Of P. W. Lonnen 
this, Mr. Lennen personally 


worked on $150,000,000. 

Mr. Lennen, perhaps more than 
any single adman, made the field 
of cosmetic advertising what it is 
today. Testimonials, dermatolog- 
ical copy, the use of social register 
debutantes to build prestige, the 
adaptation of the worship of Hol- 


lywood stars to copy .. . all these 
were Lennen “firsts.” 
The story properly starts in| 


Chicago, when a gangling young) 
Swift chemist, M. J. McGowen, 
walked into the office of Royal | 
Tailors, and peered nervously “4 
the advertising manager, a brash | 
youngster named Phil Lennen, al- | 
ready marked in the Chicago of 
1923 because he was making 
$12,000, and because of his mail- 
selling ideas. 


A Mere Matter of Money 


The young chemist hesitantly 
broached his idea: he had dis- 
covered a mud pack which he 
thought would do wonders for 
women’s faces, and would Mr. 
Lennen be interested in selling it} 
for him? “How about money?,” 
asked Lennen. The chemist gulped, 
finally estimated that by stretch- 
ing, he might be able to round up 
$500. Lennen told him bluntly 
that the cost of packaging and 
merchandising of a new cosmetic 


product would probably run 
around $300,000, and the young 
chemist looked wistful and left 


| laboratory 


|older and more 


attention to Lennen. 


try selling the thing by mail.” 
The ‘News’ Gets an Advertiser 


With the $1,000 deposited in a 
bank, Lennen cast about for a 
place to run his copy. The New 


| York Daily News was just ap- 
| pearing on the advertising scene, 
la struggling tabloid with a low 


line rate. Lennen picked the News, 


| ordered a half-page (cost, $300) 
|in the Sunday edition. 


Lennen had posed McGowen in 
smock and horn- 
rimmed glasses, to make him look 
imposing. The 
headline trumpeted: “English 
scientist discovers skin laxative— 
purges the pores!” Lennen had 


/hopefully instructed McGowen to 


make 500 jars of the mud pack, 
an indelicate operation which the 
chemist performed 


single letter, ordering the jar and 
promising to “pay the postman 
S217 ..4 
age.” 


. plus a few cents post- | 
Downcast, they were nearly | 


in his bath- | 
tub. On Monday, they received a | 


ready to write off their venture; | 


on Tuesday, they had a bagful of 
mail, and during the week they 
received 1,300 orders. 

Then ensued a hectic period. 


Meteon, week 
ae le, thats 0 se sem $18 ae) 
B ecconaaes: 20h Reem th ese 
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nen joined Erwin, Wasey & Co. 

The Wasey agency was a stable 
of temperamental, high-pressure 
men, including O. B. Winters, 
whom some people still call the 
peer of Claude Hopkins, and Ar- 
thur Kudner, second in command | 
to Wasey, and later to strike out 
for himself. 

At Erwin, Wasey, Phil Lennen 
once asked Winters to knock out | 
some new copy for a hair prepara-| 
tion (another of McGowen’s prod- | 
ucts). Winters, who had a puck- 
ish humor, beat out a satiric piece 
‘which told a fantastic tale of an 


They used newspapers on the first | English chemist touring the Con-_ 
Sunday of each month, because | tinent. While in Spain, his daugh- 
| this gave them a 45-day period|ter dropped a few coins in the 


to collect the cash before payment. | 
Through Kling-Gibson agency 


they placed copy in nearly every | 


major newspaper in the country, 
and eventually spent—in their first 


year—$300,000 in advertising! And | 


they touched not a penny of the 


$1,000 which they had lodged in| 


the bank. 
Joins Erwin, Wasey 


This high-caliber copy brought 
Albert D. 
Lasker, then king of the adver- 
tising giants clustered in Chicago, 
offered him a job at $75,000 a year. 
But Lou Wasey, no stranger to the 
mail order proprietary business 
himself, offered young Phil Lennen 
a vice-president’s 


| bowl of a mendicant sunning him- 
self on the steps of a cathedral. 
The mendicant reciprocated by 
sending her to an apothecary who 
gave her a marvelous new prepa- 
ration for the hair. The copy 


| staff howled in glee at the parody. 


post and the | 
account he had created, and Len- | 


| Wasey 


Lennen read it, ordered it used 
exactly as it stood. It ran for two 
years, outpulled any copy used 
before or since for the prepara- 
tion. 

After 18 months at Erwin, 
Wasey, Lennen was ready to cut 
loose. Lou Wasey tried to per- 
suade him to join the new Erwin, 
eastern office but Lennen 
wanted to see his name on the 
door of his own agency. 

So he left Erwin, Wasey and 
formed a partnership with the 


By BRIGGS 


Paseo gigs 
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ADVERTISING HISTORY—Two of the famous Old Gold campaigns are exemplified by these ads. 


. 
OLD GoLOos, HEY 
Tue 
~ 
In A CaRLOAD 


OLD GOLD 


The Smoother and Better Cigarette 


Fastest Growing Cigarette in History 
Not a Cough in a Carload 


(i) 


Me @ Quones sao | iq 
bOLDS wy a 


| Was so. pont rneD 
im ALL a4 ure! 


Certified Public 
Name” Cigarette Te 


The result 


Smoother and Better... 


WALL STREET 


takes the measure of the 


Accountants 
st ia Finenei 


is...@ Ball Market for 


4 leading cigarettes 


conduct “Concealed 
al District. 


“O. Gs.” 


“not a cough in a carload” 
Bahcntalh Se 


At left, one of the 


Briggs series, started in 1927 and run for four years—the first comic strip series to run coast to coast. The other is an 


early ad in the "blindfold test’ series. 


vevder direct 


WERE FOR YOUR ¢ 


Trewtraene 


PiTANER 


Sew Cook Smee Moto 


Se Bee ts toner ewe 


helt Fan Fant Mew Vest ¥ 
ie gromge Se 38 be 


A SPATEMENT Peon WALTER FREEMAN MB. 
Fowcones ¢ Anche! 


Advertising Age, March 10, 194° 


NATION-WIDE Leaully (/ “lic 


WAY TO SKIN-LOVELINESS.. 


Glamour-Debs say"Beauty begins at 5pm 
with a Woodbury Facial Cocktail” 


BEAUTY SOAP— 
How some of the 
Woodbury soap ap- 
peals were developed 
is shown by these 
advertisements. 
Above is the intro- 
ductory spread which 
ran in 1931 and 
quickly developed 
into the dramatic 
“half face'' test, 
which was featured 
for several years. In 


1937 the appeal was A pond saute pend acre 


changed to the "fa- peiierasepeaity 
cial cocktail" story, 
which was improved 
upon with the intro- 
duction of debu- 
tantes. An early ad 
in this debutante 
series, featuring 
Brenda Frazier, is 
shown at right. 


wings new Sparkle to 


Louk alluring! Thir beauty pick 
ap with Weodbury Facial Soap 


your Shin 


ha seoumn's debutantes ane «eit 
athaoted in the care af th 
“nats 3 mani “ 
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late J. T. H. Mitchell—in New 
York. Both Lennen and Mitchell 


were Chicago-trained, and Lennen | 


once doubted the wisdom of plung- 


|ing into the New York cockpit. 


“Phil,” said Jack Mitchell, “put 
two men of equal ability in New 
York and Chicago; in ten years, 


| the New Yorker will have dollars, 


| ideas, 


the Chicago man dimes.” 
went to New York. 


Had One Account 


Probably no partners ever had 
a more inauspicious meeting. Mit- 
chell had a successful mail order 
consulting business in Chicago, 
and one of his clients was Royal 
Tailors. Lennen’s first act as ad- 
vertising manager of Royal Tailors 
was to fire Mitchell, on the as- 
sumption that he would save $20,- 
000 a year, and produce the cata- 
logs and mailing pieces in the 
shop. Subsequently Lennen dis- 
covered that Mitchell was selling 
and sound ones. He ad- 
mitted it to Mitchell, and so im- 
pressed Mitchell that he kept up 
an intermittent series of offers to 
Lennen. 

As L&M, the agency had one ac- 
count—a $1,000-a-month retainer 
from Peck & Peck. When Lennen 
arrived, the firm started a new 
business campaign. . . Pall Malls 
came in because Lennen had suc- 
cessfully solicited the account for 
Erwin, Wasey; Bauer & Black be- 
cause Lennen had unsuccessfully 
solicited it for Erwin, Wasey. 
(Lennen wanted to show the ac- 


They | 


count comprehensives of a _ pro- 
posed campaign, but Kudner stub- 
bornly refused, since he felt 
agencies should have a_ footing 
comparable to attorneys, and be 
hired on reputation.) 

In all, in its first three years 
L&M pitched 13 presentations fo 
vrospective accounts, was retained 


by 12 of them. It was a blitz 
which frightened the other agen- 
cies considerably. In six years 


starting from scratch, L&M rollec 
up a billing of $12,000,000, a recor« 
for a new agency starting on ;¢ 
shoestring. 


Digging for Clients 


Looking back, Phil Lennen say: 
L&M’s success was largely due t 
the ingenious approaches Jack 
Mitchell employed. When he 
spotted a likely account on the 
horizon, Mitchell made _ friends 
with its “operating level’ em- 
ployes. He ate with them, shot 
craps with them, learned thei 
opinions of the company and it: 
problems. Then he took to the 
road, talked to wholesalers anc 
retailers. When he had the cor 
porate picture etched in his mind 
he set up the presentation. Com- 
pany officials gazed in awe a: 
Lennen reeled off data on the 
company which was top secret, i 
his best oracular fashion. 

With this approach and sharp 
copy, the agency prospered 
through the golden ’20s. Came the 
*30s, and many an advertiser was 
having trouble. Among them was 
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John H. Woodbury, Inc. Wood-| 
bury had a 25-cent bar and a| 
wonderful slogan, “The skin you | 
love to touch.” It was ready to 
sonsider dropping its price to 10 
vents, since its sales were off 
yadly. J. Walter Thompson, which 
iad the account, also had Lux 
soap, and when Woodbury came 
to its decision, JWT resigned the 
account. The Jergens people called 
in L&M, and both partners went 
io talk to the client. 


Studied Scientific Approach 


The Woodbury problem was 
this: their sales indicated they 
could no longer sell soap at 25 
cents, but they lacked manufac- 
turing capacity to enter the mass- 
selling field. The agency partners 
jecided what they needed was a 
campaign to sell the quarter soap 
while the company added capacity 
for dime production. 

To tackle the problem, the 
agency started a scientific ap- 
proach. Six New York derma- 
tologists began examinations of 26 
women who promised to use. 
Woodbury on one-half of their. 
faces, their usual beauty prepara- 
tion on the other half. The tests | 
were favorable; the tests were ex- | 
panded to 600 women reporting to | 
25 dermatologists across the coun- | 
try; the results again were favor-_ 
able. Out of this came the half-— 
face test campaign—a campaign 
which checked the sales slump, | 
shot it upward, despite depres- 
sion. 

Six months after the agency | 
secured the Woodbury account, 
Jack Mitchell died. Lennen be- | 
came president of L&M. 

As president, Phil Lennen had 
to spread himself across the board 
on all L&M accounts. To help him | 
on Woodbury, he picked a young 
man out of the media department, 
Robert W. Orr. 

Woodbury went to a 10-cent bar 
in 1933. Shortly thereafter Lennen 
started the ““‘Woodbury facial cock- 
tail” series. The idea of the 5 
o’clock facial rite coinciding with 
traditional cocktail hours was apt; 
it provided beautiful copy and it 
sold one more face-washing be- 
sides the regular morning and 
evening scrubbings. 

Then began the debutante 
series, beginning . with Brenda 
Frazier. The campaign clicked to 
the tune of a 400% sales increase. 
L&M was riding high in Cincin- 
nati. 

Subsequently, at a copy meet- 
ing, Lennen suggested that the real 
romance of socialites be depicted 
in copy. The other conferees were 
dubious. But the yen for pub- 
licity plus dignified treatment paid 
off. Debutante after debutante was 
pictured at meeting, courtship and 
marriage. 


Gets Jergens Lotion 


Up to now the facial creams 
Woodbury manufactured were ad- 
vertised by Ralph H. Jones Com- 
pany, Cincinnati. L&M was called 
in, and awarded the account. For 
them, Lennen created the Holly- 
wood testimonial. The powder ac- 
count had been budgeted at $75,- 
000 a year. In three years Jergens 
was pouring $500,000 into 
powder. 

In 1936, when Pond’s was ready 
to start marketing a new lotion, 


J. Walter Thompson had to re- 
linquish Jergens’ lotion. The lo- 
tion—already airing the ubiqui- 
'tous Winchell—was using $1,500,- 
000. It was in third place in sales 
standing. L&M wanted it badly. 

There was a_ strong feeling 
around Jergens that it was foolish 
to put all their promotional eggs 
into one basket. Mr. Jergens even- 
tually agreed that L&M ought to 
be allowed to submit a presenta- 
tion along with any other agen- 
cies which were called in. But 
Frank Adams, a lean, hard-bitten 
Yankee, general manager for Jer- 
gens, said bluntly that “Phil has 
done a good job on the others, 
let’s give him the lotion.” He 
got it. 


Along Comes Old Gold 
In all, Lennen supervised spend- 


ing more than $50,000,000 on the} 


Jergens accounts. When he en- 


$5,000,000. 


Lennen stayed close to the ac-| 


count until 1944 when Old Golds 
came back to L&M. After 1944, 


Orr handled the account autono- | 


mously. Because of its size, it 
was necessary to build what 
amounted to an agency-within-an- 
agency to handle it. This group 
formed the cadre for Robert W. 
Orr & Associates. All of Orr’s men 
pulled out of L&M on Jan. 1. Phil 
Lennen saw that each received his 
salary, his share in profits, and a 
New Year’s bonus. 

Next to cosmetics, Lennen has 
been known as a tobacco copy 
man. 


Started on Pall Mall 


At Royal Tailors, he was once 
approached by a magazine repre- 
sentative named Howard Ruggles. 
Ruggles was finding the going 


| tough, but had been promised 


tered the picture, the Jergens ac- | $100,000 in space by young George 


count was worth $750,000 in bill- 


| Washington Hill if he could de- 


ings; when Robert Orr pulled it| vise a good sales idea for Pall 


out last fall, 


its billings were| Malls. 


Could Lennen supply the 


idea? Lennen said he'd try. 

One night, out on the town in 
| Chicago, Lennen decided to im- 
| press some of his friends. At the 
old College Inn, he told the waiter 
—‘Bring me a pack of your finest 
cigarets.”” The waiter returned 
with Pall Malls. Lennen sat up 


time (he’s 


Golds), he had never noticed 


45 


He suggested the 
at each successive 


cigaret brands. 
party move on; 


spot he ordered the “finest cig- 
arets”; in eight out of ten he re- 
ceived Pall Malls. (Not unnat- 


urally, for in those days Pall Malls 
sold for 25 cents and were a “lux- 


jury” cigaret.) 
abruptly. A cigar smoker at the | 
since switched to Old | 


He had the idea. He had roughs 
prepared, showing a red pack on 


ia silver tray, the name obscured 


F. H. BIRCH COMPANY, INC. 
216 TREMONT STREET 
BOSTON 16, MASS. 
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Americ an marketing Sc ene! 


The GREAT sau — 


“tee are ‘eeniiie Millions att Datlers:ti 
: Recognition of the Great New Seattle Market! 


\- 


The railroads serving this area 


know the immediate demands of this great market well — 
and are preparing to take full advantage of its brilliant 


future! 
to serve Seattle better! 


They are investing millions of dollars in expansion 


The SEATTLE TIMES is Seattle’s Favorite newspaper — by 


all odds the No. 1 advertising medium in this great city. 


4 WEW FLEETS OF LUXURY TRAINS GIVE 
SEATTLE THE WORLDS FINEST RAIL SERVICE 


Now going into service: Three fleets of luxurious 
streamlined trains from the East to Seattle. Daily 45-hour 
schedules overnight have become a reality. Here is proof 
conclusive of the fast growing importance of Seattle in the 
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by a white evening glove, with the ;much Hill was spending on Pall cautiously. Lennen went back and; The agency held the account until; River whisky slogan, “Not a he 
’ ad- 


headline ‘Don’t argue with qual-| Malls. Lennen picked th axi- reporte ‘ °=S it- | i j i 
qd p € maxi- reported to a thunder-struck Mit- | 1942, when it lost it to J. Walter|ache in a barrel,” and came | 


ity—just ask for the best.” Hill, mum possible figure, $300,000. |chell that they were now Loril- Thompson, regained it in 1944 with “Not h ji 

who knew a good idea, bought. “Mmmm .. . that means it’s|lard’s agency, and that he had a A lot of people have tried to} The Latinas ane ] en 4p econy 
Ruggles got the space, Lennen got, worth $45,000 to you?” $45,000 retainer to prove it. claim credit for originating “Not| sell on it Worked into th r, 
$1,000. Lennen said that was approxi- a cough in a carload.” Actually,| first as “Not a throat Boueong n 


get : ees How ‘Cough’ Was Bo 
A Tip That Paia off mately right (actually, it had been sia Lennen says, it came to him on ala trainload,” it became “Not 4 


years since Pall Malls had hit the L&M designed the Old Gold| trip to New Engl i i 
, = masa : and with ” ; 
Subsequently, at Erwin, Wasey, $300,000 mark, but it was aj|package (Old Gold was an old penton tar Fs ee Ph Ao be em rises in Papen as part of the 
he sold George Washington Hill theoretical figure). So the presi-| Lorillard brand, had once been tion of Old Golds there, in earl eee 
on a campaign for Pall Malls, by| dent of Lorillard, B. L. Belt, 'used for pipe tobacco), and super- | fall, 1926. Many peoplé with How He Started 


gen Sie rill page nael offered L&M a $45,000 retainer—| vised the campaigns including the | whom they talked had mentioned! Although Lennen is normally an a 
istinguishes most cigarets | “to be used against commission in| historic “Not a cough in a car- Old Golds’ “s ” ; : which 
today. In landing the account, he| case we do advertise.” he 2 us olds’ “smoothness. associated with the agency busi- " 
Scmliiietad a quarrel betwern the , added |load” and the cartoon contests. Lennen recalled the old Green! ness, he is one of the host of cre- ere 
two Hills, two of the strongest- a piled, 


willed men any agent ever met. 
But he landed the account for 
Erwin, Wasey, and when he struck 
out with Mitchell, old Percival 
gave him Pall Malls. 

Pall Mall in those days was a 
slow-moving cigaret. One day, in 
talking to G. W. Hill, Hill sud- 
denly turned to Lennen and said: 
“Phil, you can have Pall Malls as 
long as you want them. But we’l 
never spend much money pushing 
them. All of our money is going 
to back Lucky Strikes, and Lasker 
is doing a swell job. Now you can 
stick with Pall Malls if you want 
to, but there’s one outfit in this 
business is going to be forced to 
bring out a popular-priced cig- 
aret.” 

“Really?,” asked Lennen. ‘““Who’s 
that?” 


So It’s Lorillard 


“The P. Lorillard Company,” 
Hill said. “Since I’m his competi- 
tor, I can’t very well call him up 
and tell him he ought to hire you, 
but if you call him and tell him 
you’re working for me, it won’t 
hurt you any.” 

As Hill had forecast, the lure 
of hiring a man away from Ameri- 
can Tobacco was a powerful in- | 
centive for Lorillard. When Len- | 
nen went down to talk to the 
company, they asked him how 
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ative men spawned in the fertile 
grounds of the Midwest’s mail 
order and patent medicine busi- 
ness. ' 

As a boy in Syracuse, Lennen 
read with delight the proprietary 
copy being written, particularly 
that of C. I. Shoop, Racine, Wis. 
At the tender age of 15, Lennen 
read a classified advertisement in 
an advertising business paper 
which asked for an advertising 
manager for Shoop. Lennen ap- 
plied, and subsequently was asked 


to come out for an interview. 

The shock which Lennen felt 
when he discovered that Shoop 
did not have the patriarchal beard 
which marked him in his copy was 
mirrored by the shock Shoop got 
when he discovered that Philip W. 
Lennen was recently out of short 
pants. 


Lands Copywriting Post 


Shoop—or Dr. Shoop as he was 
actually entitled to be called— 
knew the secret of producing ad- 


| vertising that sold, and the fact 
| that Claude Hopkins was writing 
copy for him helped. He paid 


a week. He insisted on contribut- 


ing bits of copy, and finally pro- | 


voked Shoop to the point where 
|/he returned a stinging memoran- 


dum describing Lennen’s copy as 


“feeble and amateurish.” 
Lennen left, went to Chicago, 
where he made the rounds of 


Hopkins $7,500 a year, a fabulous | 
| salary for 1903. Lennen was hired | 
;}as an advertising assistant at $15 | 


agencies describing himself as 
“Shoop’s copywriter,” and 
promptly found a job at $25 a 
week. Shoop, meanwhile, had con- 
tacted Lennen’s mother and told 


her that he wanted Lennen to 
pound the streets of Chicago until 
he had become desperate, then 
Shoop would rehire him. Non- 


plussed at the news that Lennen 
had already been hired, Shoop 
then suggested that if Lennen 
wanted to learn to write copy, he 
ought to leave the agency and go 
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to A. W. Shaw Company, where 
Arch Shaw was turning out some 
of advertising’s most brilliant 
copywriters. 


Lightning Strikes 


Lennen was hired by Shaw at 
$12 a week, with the promise that 
if he could write a letter with a 
2% return he would get a $2 
raise. He stayed with Shaw until 
1910, and ran his $12 a week into 
$6,000 a year. Then he went to 
Royal Tailors at $7,500 in 1911; 
in 1923, making $25,000, the door 
of his office opened, the young 
chemist came in, and lightning 
struck. 

Lennen married Beth Marie 
Guilfoyle in 1919, and his wife 
died in 1945. He was recently re- 
married to Thelma Beatrice Atte- 
bury. He has one daughter, 
Patricia, and an adopted two- 
and-one-half-year-old son. 


Hotels Now Able to 
Take Weekend Guests 


American Hotel Association, 
New York, reported in a recent 
survey that hotels all across the 
country—with a few exceptions— 
are now able to take guests for 
weekends, and urged travelers to 
schedule their trips with this in 
mind. Boston, Chicago, Milwaukee 
and many other cities are well 


booked from Monday through 
Thursday, but decline sharply 
from Friday through Sunday. 


Washington is running at 75% ca- 
pacity Friday-Sunday, New York 
85%. San Francisco, Los Angeles 
and the vacation spots in Arizona 
and Florida are. still packed. 
Young & Rubicam has the AHA 
account. 


Appoints Brewer 
Charles L. Brewer, formerly 


with Keelor & Stites, has been ap- 
pointed manager of production of 
Rowe & Wyman Company, Cin- 
cinnati. 
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Stearns Advanced 


Neele E. Stearns, manager of 
the department of business pro- 
cedures, has been promoted to as- 
sistant general manager of sales 
of Inland Steel Company, Chicago. 
Elliott C. Youngberg, formerly as- 
sistant manager, has been named 
to succeed Mr. Stearns. 


‘Fry Names Foster 


John E. Foster, formerly direc- 
tor of personnel of W. T. Grant 
Company, New York, has been 
elected a vice-president of George 
Fry & Associates, consulting man- 
agement engineer, and will serve 
as eastern manager with head- 


| quarters in the New York office. 
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The Massachusetts State Unemployment Service took 
stock of employment conditions January 31, 1947, 
and found Worcester in the limelight. Although 
SECOND city in size, this hub of a $300,000,000 
market ranked EIGHTH in unemployment. The 
reason? More than 500 industries in Worcester are 
so completely diversified they provide year ‘round 
employment under any and all conditions. The 
result? Worcester’s average industrial wage touches 
an all-time peak of $48.68, and food purchases 
are 53% above the U. S. average. You can easily 
reach these prosperous people through the Wor- 
cester Telegram-Gazette with a daily circulation in 
excess of 140,000 and more than 95,000 Sunday. 
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More Figures on _ 
Retailers'Costs | 
Sought in Census © 


WASHINGTON—If the retail in-| 
dustry has luck, there will be a. 
'Census of Business next year, Dr. Advertinies & Palen 
David R. Craig, research director Placements of all types with leading 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 3 
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York and southeastern regions: 
Martin C. Wright, in the New Eng- 
land region; and Col. C. G. Dun- 
can-Clark, in the area west of | - 
Cleveland. 
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Grow Own Timber, 


New YorkK—Scarcities of pulp 
n be overcome by the entry of 
per and pulp mills into the 


Tinker, 


<ecutive secretary of the Amer- 


an Paper and Pulp Association, 


ld the recent convention of paper 
nd pulp manufacturers here. 
7 nl Mr. Tinker reported the case 
‘a Michigan mill which switched | 
NCY om importing timber to its own 


co-op, publishes the semi-monthly 
Cooperative Consumer, which goes 
to 145,000 CCA members. 


BRITON CALLS DAILIES’ 
STATUS ‘FANTASTIC’ 


LonpON—The need for larger 
British newspapers was _ stressed 
here recently by Lord Layton, 
chairman of the rationing com- 
mittee of the Newsprint Supply 
Company, in a speech before the 
Incorporated Practitioners of Ad- 
vertising. 

Lord Layton called the present 
size of dailies “fantastic,” and pre- 
dicted eight-page papers by the 
end of 1948. 

“You have only to go overseas,” 
he said, ‘to see what is needed 
|}in the way of newspapers for a 


American friends showed that they 
realized the enormous handicap 
it was to this country, the heart 
of the empire, to have about the 
smallest newspapers in the world.” 


Lioumnedion Peeunsied 


Johnson & Johnson, New Bruns- 
wick, N. J., has appointed Vice- 
President Paige D. L’Hommedieu 
as president of Personal Products 
Corporation, Milltown, N. J., and 
Chicago, a Johnson & Johnson sub- 
sidiary. Mr. L’Hommedieu, who 
joined J&J in 1928 as a salesman 
in the hospital division, will con- 
tinue as a director of the parent 
company. 


Riordan Company Moves 


John H. Riordan Company, Los 
Angeles, has moved from 816 W. 


Two Join Eccleston 

Carl C. Wickstrom, formerly ac- 
count executive of Western Adver- 
tising Agency, has been named 
production manager and media 
director of J. W. Eccleston Jr., Na- 
tional Advertising Agency, Los 
Angeles. June G. Marsh, who for 
several years was with Schwim- 
mer & Scott and Everett F. Adams, 
has joined as fashion coordinator. 


Tootsie Fudge Expands 


Tootsie Fudge Mix, introduced 
a year ago in New York and Chi- 
cago by the Sweets Company of 
America, Hoboken, has been intro- 
duced in Philadelphia. James J. 
Reilly will be distributor there. 
Sweet’s 1947 advertising appropri- 
ation (newspapers, magazines and 
radio) for Tootsie Rolls, Tootsie 
V. M. and Tootsie Fudge Mix will 


Rolls in 55 major cities and comic 
ads featuring “Captain Tootsie.” 
Duane Jones, New York, is the 
agency. 
Lees Ups McFarland 

J. H. McFarland, territory rep- 
resentative on the West Coast, has 
been named general sales manager 
of the carpet division of James 
Lees & Sons Company, Bridgeport, 
Pa., succeeding the late C. R. 
Wright. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 
THE ARTKRAFT" SIGN CO. 


<S Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 
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1d now records a saving of $5 
er cord. 

Greater scarcities of pulpwood 
ere also cited by Mr. Tinker, who 
iid the only two unexplored res- 
ervoirs are the high elevation 
pecies of Engleman spruce, which 
rows from Idaho to New Mexico 
nd Alaskan timber. 


Diversion Held Dangerous 


The diversion of pulp to indus- 
tries other than paper, such as 
ayon and plastics, was cited as 
1 dangerous trend by numerous 
peakers. Maxwell Bardeen, presi- 
dent of the Association of Pulp 
Consumers, told members of his 
group that this diversion will re- 
quire consideration by a united 
front of industry members during 
1947. 

Warren B. Bullock, manager of 
the import committee of the Amer- 
can paper industry, laid the blame 
for the current newsprint short- 
ige to reciprocal tariff policies 
adopted by Congress in 1913. The 
effect of this tariff, he said, has 
been to shift control to Canadian 
manufacturers, who now control 
30% of U. S. supply. 

The keynote’ speaker, Gov. 
James L. McConaughy of Connec- 
ticut, told the salesmen’s associa- 
tion of the paper industry that 
present paper shortages must be 
vvercome because Americe must 
tell its story abroad, and also be- 
cause “it is impossible to start a 
new newspaper today.” 


CO-OP HEAD SUGGESTS 
PAPER MILL PURCHASE 

KANSAS Ci1Ty, Mo.—Cooperative 
purchase by small U. S. newspa- 
pers of a pulp and paper mill has 
een proposed here by Howard A. 
Cowden, president of Consumers 
Cooperative Association. CCA is 
me of the largest co-ops in the 
nation. 

The suggestion was made to per- 
nit smaller publishers to obtain 
1 sure supply of paper and count- 
eract the ‘‘squeeze”’ caused by pur- 
‘hase of paper mills by large 
1ewspaper and magazine publish- 
rs. 

Mr. Cowden did not disclose the 
1ames of publishers who, he said, 
night join with CCA in purchase 
f a multi-million dollar pulp and 
aaper plant. CCA, a regional 
wholesaling and manufacturing 
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It's not what you PAY— 
its what you SAY! 


178 million dollars was spent in business paper advertising in 1946 -- 


How many millions did it produce in sales? 


HIS MONTH AND LAST, mark the release of many 
T Statistics on business paper advertising . . . some 
available for the first time. The real significance of these 
business paper figures, however, is not in the dollars spent 
or pages placed, but in the kind and quality of copy they 
contained. For business paper advertising is to the sales 
manager what machinery is to the plant manager... a 
production tool, the efficient use of which determines the 
quality and the cost of the finished advertisement. 

The efficiency of this advertising depends, to a great 
extent, upon the messages which the individual ads carry 
to the reader. Business paper readers have told us that 
frequently the ads are their chief source of information 
about products, services and processes. Many of them 
never get to see a salesman. 

As the result of the judging in ABP’s business paper 
advertising competition plus personal interviews with 
readers, we know that the business paper reader wants facts. 
The more his secretary stands between him and your sales- 
men, the more facts he usually wants. 

He likes advertising that is in as much of a hurry as he 
is . . . that tells its story quickly, clearly, adequately 
and factually. 

He does not like advertising that attempts to ‘‘influence”’ 


him by “clever” devices and ‘‘cute’”’ pictures that are not 


The efficiency of advertising as a mass producer of sales depends upon the efficiency of the man who writes it. 


pertinent to the message. 

The business paper reader does not have to be “tricked” 
into reading your ad. He'll read it IF the headline and 
illustration promise him information he wants and IF 
your message fulfills that promise. That is how the editors 
get must readership. 

When business paper advertising fails as a mass-producer 
of orders (where a market for the product exists), the cause 
will usually be found: 

1. In the copy, when it fails to give the reader the 
information he wants and needs, in order to reach 
a decision. 

2. In the schedule, when the selection of the media 
is at fault, or when continuity and “follow through” 
are not properly maintained. Some advertisers have 
the mistaken notion that they are saving money 
when they interrupt their advertising program (some- 
times to catch up on plant production). Actually 
they are wasting advertising dollars . . . some of those 
already paid out and some of those needed to renew 
lost momentum. The effect of advertising is cumu- 
lative, Continuity is important 

If you haven't yet read ‘Hit the Road,”’ a little booklet 
that advances some workable ideas for obtaining the kind 
of copy material that can make your business paper adver 
tising truly effective, write to ABP for your free copy. 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N. Y. 


ue 
Feoad 


0, 1947 ee . er . 
“of $98 
display. g 
e basi Pa 
y en — 
count 5 
ge ; 
amr PO 
like t5 ee ; 
zs meg ee = “ 
ee : 
Cott, ee ” _ 
™ : 
| Ee TY OIE 1 =e na ee CS 
= bs 
jue al 
ee 
a 5 
ng's 
IONS | : 
vat : ae 
ain ae 
the : , 
o's ies hn 
rt. te 
ee: 
of ; 
od, i 
= ES 
de 
er- 7 
of a 
nd i. 
tic a 
n= 
tle 
m- aang 
ler : oe 
ns a 
e- 5, (ieee 
e «aa 
“ a 
sly 
in- 
je, 
rt 
al gi 
be a 
d- 3 
1g o 
jo : 
¥ ee 
| a 
124 -_ Be 
| ABC am Pee = 
| = ts ita ee —! 
| 4 Ley IF tee 
% pits || |= ate 
linois =n ‘ LEIA —— 
——— « > Saw a 
- & } ) | IK AS Bt \ ca C 
ter \ ~ S Fy 
geil | \ NUD ee : 
, and ; \ ST 19V2 - 
idec: { 4 ee) 
xcep- = U2: 
in o ' : - 
riddle a P 
. thet ee , = 
these | _ 
“, 
ta ae, 
|| ~ 
il. on 


ee 


JU 


Public Relations A, B, C’s 


Given Kenosha Business 


Simple Presentation Takes Mystery Out 
of Creating Good Will for Manufacturers 


[Editor’s Note: Everyone talks public relations these days, 
but very few business executives have any clear idea of exactly 
what public relations is, how it works, what it costs or what it 
does. In an attempt to answer some of these questions for the 
industrialists in its area, the public relations committee of the 
Kenosha, Wis., Manufacturers Association, under the chairman- 
ship of A. R. Kneibler, has produced a manual on public rela- 
tions on the plant and community level which attempts to bring 
the whole subject down to earth, in almost primer fashion. 

In this and future issues, ADVERTISING AGE will present the 
major portion of this manual. A limited number of copies are 
available from the Kenosha Manufacturers Association at 50 
cents each. | 
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The arrows pointing to the right 


RELATIONS ‘other section of public good will | from the management policy group 


This first chart indicates that 
public relations flow in at least 
four fundamental directions from 


; pany and its end product. 
the policy making management 


to its side to the extent that the! indicate that good public relations 
people from whom we buy ex- can be further built by cultivating 
press their approval of the com- | those to whom we sell. Not much 
|comment is needed here, because 


it is to this group that all of our 
advertising and selling efforts are 
directed. It is to this group that 
our salesmen make the best pos- 
sible demonstrations of our prod- 
uct and it is from this group that 
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we must get approval, in terms 
orders, if we are to continue 
business. However, we should b: 
in mind that the more enthusia 
the support we get from the peo 
to whom we sell, the larger v 
the group grow, and increasi 
sales volume will result. 
Finally, we observe the arro 
pointing toward the bottom of 1 
chart indicate that we can a 
substantial job in building g& 


public relations through the peo, |, 
who work for us and through th: : 


to the general plant town pub! 
It is with this last group that \ 


in our operations here, are mcs} 


concerned. The other segments 
the general public, as indicated 
the right and left hand arrows 


well as those pointing to the t 


of the chart, are merely pla 
here to indicate the four-way fi 


of a good public relations progr: : 


of any industry. 


FLOW OF PUBLIC RELATIONS 


AND REACTIONS 


Since we are concerned mos! 


ly 


with the flow of public relations 


group indicated by the _ center 
circle. In each direction, as is 
indicated on the chart, a different 
section of the general public is 
the objective. Let’s begin with 
the arrows flowing to the left from 
center and going through the 
people whose savings are invested 
in our business, to reach their 
section of the public. 

In broad terms this means that 
each industry should so conduct 
itself, as to its efficiency, its end 
product, its competitive position, 
and its future planning, so that 
the stockholders, the bankers, the 
partners or whoever else may have 
financial interest in the business 
may feel that it is being soundly 
operated and be content to con- 
tinue their financial support. And 
this story must be clearly told to 
them. 

Perhaps the best example we 
see every day of this type of pub- 
lic relations work, as carried on 
by the larger institutions, is) 
through the general distribution | 
of a well organized annual state- 
ment which shows not only profit 
and loss, asset position, etc., but 
also indicates progress, competi- 
tively, and planning for the future 
through research, ete. We con- 
clude then that when those whose 
money we use in our business are 
satisfied with the result obtained, 
they will carry a complimentary 
message to their section of the 
general public represented by their 
acquaintanceship, etc. 


Sources of Supply 


The arrows flowing to the top 
of the chart from the center, in- 
dicate that the policy making 
group in management may plan to 
use well thought-out ways for 
winning the good opinion and the 
support of the people from whom 
the industry buys. This may be 
accomplished in many ways, such 
as the cordial treatment of sales- 
men who call upon the industry, 
the manner of paying bills with 
promptness and without complaint, 
and the general attitude of the 
buying executives as expressed 
in all communications with sources 
of supply. When this job is done 
well, then industry will win an- 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensiv 


clipping service fc 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
SINESS FARM GENERAL 
314 So. Federal St.. Chicago 4 
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coe group, and we have added a new i eas 
ild b oe Goutal. insieed of tadhaating the \ viens aodiamnggpeniqu ts 
lusia PUBLIC RELATIONS general public as divided into four EXECUTIVES 5. SUB-EXECUTIVES 
. AND REACTIONS sections we treat them here as ss >» 
rv one. We have done this in order 
cCr€aslig a that two new basic thoughts may (2 pemaas 
be aN be included in the mental picture ‘jue nin 1. BE SURE THEY UNDERSTAND FULLY THE CHANGING 
afro . baa + A> aa ~z you get of the whole process. $UB-EXECUTIVES Conneany POLICIES AND CAN EXPLAIN THEM TO OTHERS 
nN of t 0 0 2. ENCOURAGE ACTIVE PARTICIPATION IN ALL COMMUNITY WEL- 
nd r --4-3)\ Return Flow it einai nat Ce ncn 
‘ By ad RANS ORGANIZATIONS CHNREHRS &. CHURCH BOARDS; SCHOOL 
al ys “ miieiirsw The first thought is that public Sree sobeaeeatear re meh ner CM 
sh a. Ras , Wile ~ al relations flow outwardly from the 
®& \g Linw Seomine srenh theoudh EMPLOVEE 3. NEWS STORIES ON THEIR PROMOTIONS, APPOINT- 
pub] , T 5 Sy | policy forming group, ough the MENTS, ACHIEVEMENTS , ACTIVITIES 
ane 6 t 4 t j four elements previously men- 
ee tee 1 1 rt i | tioned, to the general public, and oo om on ane 
nents pe Siiniak‘ ditties they also produce reactions from eo 
ated T t ea Neamiont counts this general public, some of which & ff VAY z - 
rows | qT Oriutziwe Sane reactions flow back directly, and ) 
the t. 1 % a a some indirectly, from the general a er 
place 4 % a Y public to the policy forming group. GENERAL PUBLIC 
ray flo % ten pu om ome ca me gs OS ¢ This reaction from the public di- 
yrogri:: as gees ems ems ems as ee es ee eg © rectly to management is indicated effort to mold public opinion. counsel. This is true because good 
by the inner set of arrows. This The second thought that this public relations counsel makes it 
\ TIONS to our plant town general public, ; ployes and our home town public. reaction may be good or bad. But chart is intended to convey is that his business to expose himself to 
j we have attempted to particular- On Chart 2 we have rearranged | the flow is constant for every in- with good community and public public opinion, to sense the trend 
ize further with respect to the one the position of the circle units in dustry whether the industry be relations counsel, this public opin-| for or against an industry. Some- 
mostly section of our over-all flow chart the four-way flow of public re- conscious of it or not, or whether ion can be sought out and inter- times he may even indulge in pub- 
elations which deals with our own em- lations from the policy forming the industry exerts any definite preted by such public relations lic opinion polls to get facts and 
———___ reactions. In any event, he is ex- 
a pected to be in a position to keep 


industry informed on the reac- 
tions, good or bad, and by thus 
having public reaction flow back 
through his office (as indicated 
| by the outer line of arrows) he ; 
can offer suggestions to industry 
for the changing of the unfavor- 
/able reactions, and increasing the 
/use of such items in public rela- 
‘tions as are producing favorable 
reaction. 


ET the dial — and a good range de- They spend billions every year filling the wants of PUBLIC RELATIONS THROUGH 
ivers exactly the heat y ant for ¢ 10,000,000 folks who use more cars, more radios, EXECUTIVES AND SUB- 
livers exactly the heat you want for a ‘ s s axecienves 
specific purpose. more ranges, more carpets, sofas, rosebushes, bacon, In Chart 3 we have lifted from 
gingerbread mix, ping-pong tables, lamps and roller Wx over-all chart pind first step 
si = i eh aS ee ee ahi ; under management policy group, 
Better Homes & Gardens delivers just as precise a skates than any other group in the world — because and we supply a little more im- 


result if your product goes into homes. Because portant detail. On this chart you 
will observe that again the man- 
suburban-type of life. agement policy making group is 

7 indicated by the circle at the top: 


they're the folks who lead a busy home-centered 


The editorial content of Better Homes & Gardens 


100° service to homemakers) screens out all hi oe ee = de Canderia thi The policies made by this group 
( It’s 100% service in Better Homes & Gardens that naturally flow through executives, 
except those readers who want the things that brings this eager open-minded open-handed market sub-executives and foremen, in- 
I. fi a ee er ee ‘ dicated by the second circle. 
mane jor eller UviIng Ut a Letter y to you. |Through these spokesmen for 
| management, policies and plans 
That pretty much screens out the drugstore break- And it’s the same 100% service that will bring you flow to employes, and so far as 
é / : sails the spoken word is concerned, 
fastees, and one-room apartment dwellers who are the sales. Why don't you start right now? from the employes to their families 
. P ; and their friends in the home 

well contented with their lot. 


town. It is perhaps at this spot 
_ that the most important public 
But it screens in 3,000,000 prosperous husbands and employe relationship progress 


and wives. How to feed the baby or roof the garage; fresh facts on SERVICE THAT SELLS pr Sioa ganic inc tw be 


what the new ranges are like and how to buy a 


Who knows—maybe these facts can show you the 
freezer; how to plan the living room to get the most way to a more efficient, more up-to-date media 
living out of it — that’s the kind of stuff that keeps list. If your product sells in the home market— 
and which one doesn't?—the BH&G repre- 
sentative has a lot of pertinent data to show. 


3,000,000 up-to-date homemaking families poring 
over BH&G. 


Better Homes 


and Gardens ...S0 fully padded 


with sales appealing identification 
for your product or service, like ad- 


ue our), § Amecrtcas First Serie Magaaine ne, || a 


“Parnes wo'Ftate 
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ment to see to it that its operating | such as civic improvement or- ship on the part of employes. Thi 
policies are thoroughly explained ganizations, lodges and clubs, and POLICY FORMING might be done by: N 
to and understood by the execu- churches. Sow PUBLIC RELATIONS A. Plans to buy compan, ey 
tives, sub-executives and fore- We point out, also, that each ) THROUCH EMPLOYEES stock. 
men, so that they in turn may | industry should make it a point a= s./ EXECUTIVES B. Profit sharing. p 
carry the message properly to the to help build a good home town | . Sa C. Incentive bonus. er 
rank and file of the employes. reputation for these executives, ) D. Periodic meetings, lectures 

We point out also here that in sub-executives, and foremen by | 2 4 Se cecuene films, personal letters, new 


order that these spokesmen for releasing news stories of their pro- 


industry policy may occupy a posi- 
tion of respect in the community, 
they should be encouraged to help 
build that respect. One of the 
things that they can do is to par- 
ticipate in the important town 
activities obviously aimed for the 
good of the whole community, 


motions and their accomplish- 
ments, any national recognition 


that they receive in their work, | 


etc. In this way anything they 
say is made more authentic and 


anything they do in relation to | 


the employes is given extra force. 


The employes, in turn, carry the | 


Ch 


EXPLAIN POLICIES BY: DIRECT CONTACTS ; HOUSE ORGAN, CONFER- 
ENCES WITH LABOR; PUBLIC PRESS; PERSONAL LETTERS 

2.WIN GOOD WILL BY INTEREST IN EMPLOYEES THROUGH : PERSONNEL 
DEPARTMENT (HOME & FAMILY HELP); MORALE BUILDING BY TOURNA- 


stories. 

By means of these four chart 
we have tried to indicate that 4 
public relations program is nothin ; 
more or less than an organize: 
plan to win good will. We thin’: 
it follows that good will for the 
entire industrial structure of our 


MENTS, PICNICS, AWARDS, "FAMILY FEELING", GOOD SUGGESTION town is the sum total of the good 
SYSTEM WITH REWARDS. i | will values built up for each in- 
haan WO bev CoMePAnY froth, peorit Teanne, MeceNTIVE | dividual industry. We believe tha: Of the 
| BONUS , MEETINGS, LECTURES, FILMS, BOOKLETS , CHARTS. | if every member of the Manufac- newst 
INTERESTED IN A CALIFORNIA BUSINESS? ty a | turers Association will adopt some ANPA 
@ Special Service For Executives UY ®*eeeeae plan, large or small, whereby he The 
, — pat , story to their families and their; this fourth chart some further will — setae sate pees = heal 000 tc 
If you are planning to live in California and want to buy an established friends, and further build good| detail with respect to the manner ment o Is public relations as In lf 
business in your field, we can help you. Inquiries invited from business- will in the plant town city. in which management policies, charted, then we will find an = were 
men with adequate capital. Write to — ‘through executives, sub-execu- basis for agreement on the over- pounc 
| PUBLIC RELATIONS THROUGH | ti i indicat: weedy ten tine | all program that the association capite 
JOHNSON, LEVEQUE & COMPANY | EMPLOYES priterdson d through them the plant | SP0Uld adopt for its group effort. pie 
548 So. Spring St., Los Angeles 13, Calif. | Again extending from the first town general public. While there | (To be continued) tons © 
|chart we showed—we provide on | are countless things that might F d Eld M then — 
| be named in this category, we re ‘ ean to ap with 
Settee: suggest but a few of them here. Campaign for RMA citize 
eal First, we say that the policies) The Fred Eldean Organization, tole 
MARKET guiding the business and carried |New York, has been appointed by tons 
through the executives, sub-execu- | the Radio Manufacturers Associa- news} 
DIGEST tives, and foremen channels to tion to wage a Aor ee py pro- paper 
the employes must be thoroughly | 8ram in support of s “A state. 
or WICHITA, KANSAS explained, that this can be done pinning for Every Room” promotion tons 
: _ | drive. : 
an BD 4.4.5" 4:9 ¥ in a number of ways, but we sug-| “ithe Eldean organization will wan 
gest here a few: spend a month in research and 
A. Personal contacts and asso-| planning preparatory to launching 
/ ciation. | the program which, among other Cai 
| B. Conferences with labor|things, will “promote the expan- last 
groups and union heads. sion of merchandising through de- 27% 
C. Personal letters or bulle- | Partment and furniture stores. duce: 
tins. ame duce 
D. House organ. Lennen & Mitchell Names in N 
| E. Public press. 'W. T. Todd Copy V. P. 671 t 
| We suggest, second, that plans) fennen & Mitchell, New York, Th 
_ to win good will by showing genu-| has promoted William T. Todd only 
_ine interest in employes should be | from associate copy chief to vice- by t 
worked out and can be expressed, | president in charge of copy. from 
for instance, through: Before joining the agency six 
| A. Good service in personnel| years ago, Mr. Todd was with 
' department, including home and bata & i bicam and Good 
THE WICHITA EAGLE family help. pasicaian ng ‘i 
MORNING © EVENING © SUNDAY B. Providing diversion, and| 
= 5: ; building group morale by tourna- Names Anderson Agency 
O'MARA & ORMSBEE ments, picnics, awards, building Flexible Sewer-Rod Equipment 
NATIONAL REPRESENTATIVES “family feeling.” Company, Los Angeles, has named 
C. Outspoken acknowledgment Anderson Advertising Agency, Los 
of good suggestions made by em- Angeles, to handle its advertising 
ployes, meritorious work done in e . 
or out of the shop, etc. Appoints Eldridge 
LEARN ABOUT THE Tees, We supeem here Mat fs agile’ kucaeniee toon. pinta Fa 
i pos aign taeda praies s ar in charge of sales of Shore & As- 
0 : sociates, Los Angeles, publishers’ 
W | Cc H ITA af A R i ET feeling of security and partner-' representative. 
“ ‘| scocrsmgresese 
J 


* FROM OUR MARKET DATA BOOK 


CHICAGO PHOTO-ENGRAVERS _ 


WRITE FOR YOUR COPY TODAY 


You have never seen a Wichita News- | oe A 

_ paper promotion book like this one — it — * 
tells all about the market without drag- — 
ging in newspaper circulations and rates — 
‘ to confuse the issue. : 


THE WICHITA EAGLE J 
_ Morning - Evening -Sunday — Represented _ | 
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Newsprint Use 


in 1945. In 1939 more than 300,- 
000 tons were imported, about 
two-thirds from Finland. U. s. | 
exports of newsprint in the first 
/11 months of 1946 totaled 26,397 
tons. a’ . 
Canada last year exported a 
'total of 3,857,741 tons, of which 


7 es 

Per Capita Hit 
. ' 

6f Lbs. in Ag 3,323,238 went to the,U. S., the 

greatest amount ever shipped to 


New YorK— More newsprint|this country. Canada _ shipped 
was consumed in the U. S. in 1946 | 135,388 tons to Australia, 82,888 
than in any previous year, but less | to the United Kingdom, 46,331 to | 
was used per capita than in 1929. 

This is revealed in the American 
Newspaper Publishers Associa- 
tion’s annual report, “Newsprint 
Statistics, 1946,” published here. 
Of the total, 73% was used by 525 
newspapers reporting to the 
ANPA. 

The total consumed was 4,296,- 


|other nations. The previous year, 
Canada sent more than five-sixths | 
of its 3,059,000-ton newsprint ex- 
ports to the U. S. 
The report shows that in the) 
U. S. last year, more than 19,000,- | 
000 tons of paper, paperboard and | 
building board were turned out, 
000 tons, or 61 pounds per capita. | less than 10,000,000 tons consisting | 
In 1945 the comparable figures| 0f paper. The breakdown of this 
were 3,480,000 tons and 49.8) production shows: 
pounds per capita. Highest per | Newsprint, 778,321 tons; ground- 
capita consumption—62.2 pounds| wood paper, 768,446 tons; book 
—was set in 1929 when 3,780,000 | Paper, 1,939,401 tons; fine paper, 
tons were used. U. S. population | 1,141,123 tons; coarse paper and 
then totaled 121,526,000, compared | Shipping sack, 2,714,493; special | 
with an estimated 140,840,000 industrial paper, 292,796; sanitary | 
citizens in 1946. | Paper, 838,492; tissue paper, 182,-. 
The report shows that 730,000 | 264; absorbent paper, 98,289, and 
tons or more than a fifth of the | building paper, 1,014,455. 
newsprint used by 1,321 news-! 


papers was consumed in New York | Wooster Rubber Appoints 


state. Illinois users took 397,000| Wooster Rubber Company, 
tons and Pennsylvania took 326,-| Wooster, O., has named Ketchum, 
000. /MacLeod & Grove, Pittsburgh, to) 

‘handle its advertising. General 


Output Up Last Year magazines and business papers 
: : ’ will be used to promote its Rub- 
Canadian newsprint production | bermaid housewares for kitchen, 
last year totaled 4,143,392 tons, bathroom and general use. 


27% more than the nation pro-| 


duced in 1945. U. S. mills pro- Wismer, Siebert Named 
duced 770,890 tons, up 6.4%; mills! Harry Wismer, assistant to G. A. | 
in Newfoundland turned out 362,-| Richards, president of WJR, De- 
671 tons, up 9% over 1945. |troit, WGAR, Cleveland, and 
The ANPA report shows that | KMPC, pag ay mn Nae — ron 
‘ pointed to the board of directors 
only 13,480 tons were imported | (+ wJR, Inc. William G. Siebert 
by the U. S. last year, nearly all| has been promoted from assistant 
from Finland. None was imported | treasurer to treasurer of WJR. 
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the St.Paul Dispatch 


and Pioneer Press are 


the Only Daily Papers 
Read bu 9O% of the 


533,000 people in 
the St.Paul A.B.C. 


: * 
city zone, 
*Less than 10% of the people in the St. Paul 
City Zone read any other daily newspaper. 
RIDDER-JOHNS, 


NEW YORK 
342 Madison Ave 


INC.—Notional Representatives 


CHICAGO 
Wrigley Bldg. 


DETROIT 
Penobscot Bidg. 


ST. PAUL 
Dispatch Bidg 


y, 


Nu-Way Appoints V. P.s 

Lester E. Peterson and J. Frank 
Kelly have been appointed vice- 
presidents of Nu-Way Appliance 
Corporation, Los Angeles. Mr. 
Peterson will be regional sales 
director of eastern operations and 
Mr. Kelly, regional sales director 
of western operations. 


Dell Boosts Sylvester 


William G. Sylvester, with Dell | 
Publishing Company, New York, | 
Argentina and lesser amounts to | for six years (including two years | 


in service), has been appointed 


| eastern advertising manager of the! mercial radio stations in Europe 


Dell Men’s Group. 


Dailies Increase Price 


The Hartford Courant, pub- 
lished by the Hartford Courant 
Company, and Hartford Times, a 
Gannett newspaper, have _in- 
creased their per copy price to 
five cents and the home delivered 
price to 30 cents a week. The 
Courant has raised its Sunday edl- | 
tion price to 15 cents a copy. 


Fremantle Separates 


The American division of Fre- 
mantle Overseas Radio Ltd. of 
London, representative of com- 
and North Africa, 


has been 


53 


formed into a separate corpora- 
tion known as Fremantle Over- 
seas Radio, Inc., with Paul Talbot, 
formerly division director, as 
president. Offices will remain at 
660 Madison Ave., New York. 


The HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


_ ONE MADISON AVE. * NEW YORK 10, N.Y. 


Here - in this compact 


area - 


more than 50% 
of Washington State’s 
business is transacted! 
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PUT the Tacoma 


business is done. 


outside”. Look at 


THE TACOMA 
NEWS TRIBUNE 
COVERAGE IS 


Second Tacoma Paper . 
Seattle Morning Paper 
Seattle lst Evening Paper ...... 5% 
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ESSENTIAL! 


for complete coverage 
of the vitally important 
Lower Puget Sound Country! 


News Tribune 


down as a “must buy”—for unless 
you're in the News Tribune you 
aren't covering the dynamic Puget 
Sound Country, where more than 
half of Washington State’s entire 


Tacoma-Pierce 


County — Washington’s Second 
Market — demands the kind of 
coverage you can't get 


“from 
these figures: 


81% 


96 % 
10% 


The Tacoma 
News Tribune 


Today -a “must buy” on every 
Pacific Coast newspaper list! 
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Inside type 


<i SIGNS 
re | 
We are quantity manu- 
facturers equipped to 


produce and deliver wall, 
window and counter dis- 


plays. 


The Vitroseal Corp. 


Incorporated 


28 East Electric 
Covington, Ky. 


Representation available in some 
areas 


'Ad Bureau Supports 
‘Mother's Day Drive 


| The Bureau of 

ANPA, is asking its newspaper 
members to cooperate with Louis 
E. Heindel, advertising director of | 
the Madison, Wis., newspapers, 


Advertising, | 


Visking Extends 
Magazine List 


at 
ms : 
art 


for ‘47 Copy 


in | 


Cuicaco—The Visking Corpora- 


a study of Mother’s Day promo- | tion has added Parade and This 


tions in order to increase linage 
for the event and improve its 
value to advertisers. The bureau’s 
retail division is incorporating in 
its April monthly selling kit a spe- 
cial Mother’s Day section. In re- 
turn, newspapers 
supply Mr. Heindel 
Mother’s Day linage record for 
both 1946 and 1947. 

| Included in the Mother’s Day 
section of the kit are background 
|information on the event, promo- 
| tion ideas, gift suggestions, and a 
| time table for the development of 
Mother’s Day linage. 


Lists Trade Barriers 


The Wine Institute, San Fran- 
cisco, has revised its review of 
interstate trade barriers which 
limit the movement of wine, show- 
|ing the trade limitations in effect 
in 40 states. 


» 


| 


Week Magazine to its 1947 maga- 
zine list and, with an increased | 
advertising budget, will launch a 
new campaign for Skinless frank- | 


|furters in April issues. 


are asked to| 


with their | four-color advertising used during | 


The company plans to drop the | 


the war years when its copy ap- | 


| proach helped lift the frankfurter | 


menu 


out of the hot dog class and estab- 
lish it as a main course on the| 
in many homes. Instead, 
Visking will use two-color ads fea- 
turing the tenderness of Skinless | 
frankfurters. 

Illustrations for the series will | 
be two-color paintings of both | 
grownups and youngsters enjoying 
the product. Copy will be brief, | 
with the slogan, “Sure to be ten- | 
der,” repeated in each ad. A|! 
secondary selling job, explaining | 
| 


os ee DS - Lary 


> 711 


‘“‘who-done-it’’ shows* are re- 


Ls aint | FOR KIDS 


'of America. 


*"MYSTERY THEATRE” 


Murder and mystery shows provide 
thrilling entertainment for adults, 
but are not the type of program 
best suited for the youngsters. 
That’s why we have gone to quite 
some trouble to rearrange our 


programming so that all our 


“MYSTERY IS MY HOBBY" 
“MR. DISTRICT ATTORNEY" 


leased after nine o'clock at night. 
That way the adults can enjoy 
well-written, exciting mystery 
dramas, and the kids don’t have 
to hear them. It’s another exam- 


ple of our idea of public service. 


50,000 WATTS °* 


CLEAR CHANNEL « 


NBC FOR LOS ANGELES 


640 ON YOUR DIAL 


EDWARD PETRY & COMPANY, Inc. 
NATIONAL REPRESENTATIVES 


You'ven 
the moders Saintes — every bare’s 
sheet theat-—aevary, thew 


J * 
av Shinless WHEN YOU SAY PRANKFURTERS 


THE VIKING CORPORATION, 6758 W 6506 Ss, Ohicege oa, tit 


NEW SERIES—Visking Corp., through 

Weiss & Geller, will use this two-color 

magazine appeal for Skinless frank- 
furters in April and May issues. 


how Skinless frankfurters§ are 
made, is accomplished by a three- 
verse jingle. 

In addition to Parade and This 
Week, Visking will continue to use 
Family Circle, Ladies’ Home Jour- 


nal, Look, McCall’s, Parents’ Maga- | 
Weiss & 


zine and Woman’s Day. 
Geller is the agency. 


AFA Appoints Proud 


C. James Proud, formerly adver- 
tising manager of the Ohmer Cor- 
poration, Dayton, 
pointed national field representa- 
tive of the Advertising Federation | 
He is also president | 
of the Dayton Advertising Club. 

Ohmer Corporation has  ap- 


pointed Norman M. Shaefer to' 


succeed Mr. 
manager. 


Proud as advertising 


Appoints Chirurg 

Ostby & Barton Company, Provi- 
dence, has appointed James 
Thomas Chirurg Company, Boston, 
to handle national promotion of 
the O-B line of men’s, women’s 
and children’s rings. 


Advertising Age, 


April 7-9. Association of Na 
tional Advertisers, semi - annus 
meeting, Drake Hotel, Chicago. 

April 22-24. American News.- 
paper Publishers Association, an. 
nual convention, Waldorf-Astori 
Hotel, New York. 

May 15-17. International Affili - 
ation of Sales & Advertising Club: , 
annual convention, King Edwar:! 
Hotel, Windsor, Ont. 

May 25-28. Advertising Federa- 
tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 

May 28-31. Associated Business 
Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 3-5. National Federation 
of Sales Executives, annual con- 
| vention, Los Angeles. 
| June 15-18. National Industrial 
| Advertisers Association, silver an- 
niversary conference, Hotel 
| Schroeder, Milwaukee. 

June 22-26. Advertising Asso- 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Val- 
ley, Idaho. 

July 7-10. Newspaper Advertis- 
ing Executives Association, mid- 
year conference, Mark Hopkins 
Hotel, San Francisco. 

Sept. 15-17. Southern Newspa- 
per Publishers Association, an- 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Oct. 6-8. Association of Na- 
| tional Advertisers, annual meeting, 
Hotel Chalfonte, Haddon-Hall, At- 
lantic City. 


Oct. 6-9. Financial Advertisers 
Association, annual convention, 
|New York. 


Oct. 23-25. Direct Mail Adver- 
| tising Association, annual conven- 


' tion, Hotel Carter, Cleveland. 


has been ap-| 


Lee-Rowan to Krupnick 


Krupnick & Associates, St. Louis, 
has been named to handle the ad- 
vertising of Lee-Rowan Company, 
St. Louis, manufacturer of Marvel 
trouser creasers, sweater dryers 
and sock dryers. The 1947 pro- 
gram will include celor insertions 
in the Dell Modern Group, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s; Seventeen and The 
Saturday Evening Post. In addi- 
tion, metropolitan newspapers, 
trade publications and direct mail 
will be used. 
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,abor-Industry 
Council for U.S. 
3 Urged by CED 


New YorK — Recommendations 
sed on .the premise that the 
neral public’s interest in indus- 
ial peace precludes the idea that 
oor disputes are the sole concern 
management and labor, were 
nounced recently by Paul Hoff- 
an, chairman of the Committee 
r Economic Development. 
The recommendations, made by 
e research and policy committee 
‘ the group, provide for creation 
a permanent national manage- 
.ent-labor council to make con- 
iuing studies of industrial rela- 
ys. They also include provi- 
sons that unions as well as man- 
agement be required to bargain, 
and that jurisdictional disputes be 
ended immediately as intolerable 
in a democracy. 


-< 


The statement also scored vio- | 


lent and unlawful picketing and 


asked that legislative steps be- | 
lieved necessary should be taken | 


to prohibit picketing which bars 
egress or ingress at a 
The committee also recommended 
that supervisory employes be ex- | 
cluded from coverage under the 
Wagner Act. The committee urged 
that the Clayton Act be clarified 
to prevent unions from engaging 
in actions which restrain trade 
and commerce, and which are not 
connected in any way with labor | 
disputes. The statement declares 
that the Clayton Act has been 
stretched far beyond its original 
purpose in granting special im- 
munity to labor groups in such 
situations. 
It was also recommended that 
compulsory arbitration be re- 
jected. The committee pointed out | 
that “as long as either side ex- 
pects the government to act, the 
hope will persist that more can 
be gained by appealing to the gov- 
ernment than by agreement.” 


Y&R Promotes Reese 


Ralph W. Reese, with Young & 
Rubicam, New York, for 13 years, 
has been appointed manager of 
the international division. Lori- 
mer B. Slocum, vice-president, 
continues as director of the di- 
vision. 


Upham Appoints Clark 


Richard B. Clark, recently re- 
leased from the Army, has been 
appointed art director of Philips 
Webb Upham & Co., New Haven, 
Conn., agency. 


“PREFERENCES in 


NDUSTRIAL LITERATURE” 


plant. | 


Joins ‘Two to Six’ 


John L. Parks, with the armed 
forces for two years and formerly 
with the New York Daily News 
advertising sales staff for about 10 
years, has joined the advertising 
sales staff of Two to Six, New 
York, as New England representa- 


Holley Agency Moves 


Robert Holley & Co., New York, 
| has moved to the Galvin building, 
| 236 W. 55th St. The agency will 
| retain its branch office in the RKO 
—, Rockefeller Center. 
Appoints Sinclair 
| A. G. Sinclair has been ap- 

pointed general sales manager of 
the Canadian Johns-Manville 
Company, Toronto. 


Schacter to Saxon Paper 


Stanley Schacter, formerly with 
Douglas D. Simon Advertising, has 
joined Saxon Paper Products, New 
York distributor of Sphinx paper 
products, as assistant advertising 
manager. 


To Shaw Associates 


Kenyon Transformer Company, 
New York, has moved its account 
from Jasper, Lynch & Fishel to 
Shaw Associates, New York. Media 
will include business papers, direct 
mail and industrial shows. 


Joins Brooke, Smith 

Donald C. Longyear, recently re- 
leased from the Army, has joined 
the research department of Brooke, 
Smith, French & Dorrance, De- 
troit. 
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OFFICES 


IN PITTSBURGH AND 


NEW YORK 


| 


| 


There is a relationship between the newspapers women read and the buying they 


do. Agreed? Then results of a mail survey of registered women voters of Little 


Neck-Douglaston, on the suburban fringe of New York City, can be valuable to 


advertisers. The 77% returns put the Herald Tribune first among all New York 


newspapers in regular seven-days-a-week readership. Leadership like this is 


paying out at the sales counters. For 1946, the Herald Tribune is first in 
Department Store Fashion Advertising, first in Manhattan 
Specialty Store Advertising, first in fashion manufacturer-retailer 


cooperative advertising. Sounds like good business to let the 
housewife assist your space buyer when your New 


York advertising must produce. 


The New York Herald Tribune is now delivered to Chicago, Cleveland and Detroit 
by airplane, in time to be placed on sale FIRST THING EVERY MORNING. 
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Lambert Promotes 


Lambert Pharmacal Company 
has promoted Hal Starrett from 
western sales manager to assist- 
ant general sales manager, with 
headquarters in the St. Louis 
home office. F. W. Ballentine, 
general sales manager, will con- 
tinue to maintain his headquarters 
in New York. James J. Antle, 
divisional sales manager in the 
New Orleans area, has been trans- 
ferred to the St. Louis office to 
handle inside operations of the 
sales department. 


Miss Vilas to ‘Charm’ 

Andree Vilas, first editor of | 
Junior Bazaar and more recently | 
managing editor of Glamour, has | 
joined Charm as managing editor. 


ITS GROWER-READERS | 
PRODUCE: 


38°. nation's apples 
90°. nation’s winter pears 
37°. nation’s cherries 
40”. nation's prunes 
98". nation's filberts 


Write for full story 
1135 S. E. SALMON ST. * PORTLAND 14, OREGON 


Phenix Pabst-ett 
Boosts 1947 Budget 
for Food Products 


Cuicaco —Phenix Pabst - ett 
Company is stepping up 1947 ad- 
vertising and promotion for 


newspapers and network radio. 
Pabst-ett cheddar cheese will 

again hold top position in the pro- 

motional picture, but improving 


| supplies are expected to result in 
increased sales and advertising | 


support of other products in the 
Phenix line, including bouillon 
cubes, process cheeses and cream 
and cheese spreads. 

The national campaign will in- 
clude a series of full-color pages, 
as well as a secondary series in 
black and white, in The American 
Weekly, plus black-and-white ads 
in American Home, Better Homes 
& Gardens, Parents’ Magazine, 


its | 
Pabst-ett cheese and Phenix food | 
products via national magazines, | 


Western Family and Woman’s 
Home Companion. Daily news- 
papers will also be used in selected 
markets. Phenix Pabst-ett has 
added 41 stations to the NBC net- 
work show, “The Great Gilder- 
sleeve,” and shifted the broadcast 
time from Sunday to Wednesday 
evening. 

New display material, 
sides and recipe folders for dealer 
| distribution complete the program. 

Needham, Louis & Brorby is the 

agency. 


‘Enthoven Joins Federal 


Grahame Enthoven, formerly 
advertising and sales promotion 
manager for Pavelle Color, Inc.,, 
|has joined Federal Advertising 
Agency, New York, as associate 
|on sales promotion. 


Rese Munied teat A. M. 


Chester A. Rose Sr., on the ad- 
vertising staff of the News-Record, 
Greensboro, N. C., for the past 17 
years, has been appointed local 
advertising manager. 


sé 


went to the woods because / wished to live 


deliberately, to front only the essential facts of life, and 


see if | could not /earn what it had to teach, and not, when 


/ came to 


die, discover that | had not lived.’’ 


—THOREAU 


Assembly lines properly located are a material aid 


to efficient production. Steps saved at operative 


posts is time saved. And when time is saved 


production increases. * Recognizing the impor- 


tance of plant design, P & A has positioned all 


ience of the mat and electrotype departments to 
each other for necessary pattern repairs. * P&A 
produces well for the advertising clientele it 
serves. And it must perform without lost motion 


equipment in efficient, logical sequence. The entire 
plant, including electrotype, mat, and stereotype 
departments, operate on one floor, in an area 
of 21,000 square feet. Typical of unit location 
efficiency is the adjoinment of the proofing room 
with the finishing department. Also the conven- 


in order to meet all publication deadlines. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS + MATRICE MAKERS + STEREQTYPERS 


broad- | 


| drop 
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CRAWFORD OKAY—Approving the layout for a March 31 Life color page to 

promote Royal Crown Cola are Joan Crawford (who will report RC cola best- 

tasting of them all on the basis of a taste test), Harry Olsen, art director, and 

Willard A. Pleuthner, vice-president of Batten, Barton, Durstine & Osborn (right). 

The ad will tie up with the current Warner Bros. picture, ‘“Humoresque,” 
starring Miss Crawford. 


NBC Income Dips 
Despite Time Peak 


New YorkK—The National 
Broadcasting Company, despite a 
“volume of business surpassing all 
previous years,” suffered a 0.3% 
in gross income last year, 
according to the annual report of 
the Radio Corporation of America, 
NBC’s parent organization. 

The network’s take was placed 


at $61,067,034, compared with $61,- 


270,570 in 1945. 

An NBC spokesman explained 
that the record 
ness” referred to network time 
sales, the slight drop in total in- 
come having resulted from :ower 


| revenue from other sources. NBC’s 


“miscellaneous” sources of income 
include spot sales, transcriptions, 
foreign broadcasts for the govern- 
ment, sales of scripts and package 


| shows, television and rents. 


Although NBC officials declined, 


'as in the past, to reveal what per- 


centage of the income represented 
network time billings, it was evi- 
dent that these billings were some- 
what less than CBS’s, which 
totaled $60,063,905 last year (AA, 
Jan. 6). Columbia’s gross time 
sales, according to trade sources, 


have outstripped NBC’s for sev- 


“volume of busi- | 


‘eral years. 

RCA’s gross income for 1946, 
the annual report said, was $236,- 
980,770, 15.2% less than the 1945 
total of $279,503,615. Net income 
was $10,985,053, equal to 564 
cents a common share, as com- 
pared with $11,317,068, or 58.8 
cents a share, in 1945. Substantial! 
amounts of war orders were being 
| filled in 1945. 


Columbus Club Runs 
Ad News Column 


The Advertising Club of the Co- 
lumbus Chamber of Commerce is 
providing news of local firms and 
advertising news of general in- 
terest, for use every Friday in 
Justin Henley’s daily column, 
“Everybody’s Business,” in _ the 
Ohio State Journal. A telephone 
committee set up by Publicity) 
Chairman Ken Friscoe, of Ameri- 
can Airlines, contacts 60 promi- 
nent local firms each week for ad- 
vertising news, and a box is pro- 
vided for news contributions at 
the weekly adclub luncheon meet- 
ings. 


| Boulware Joins WSAI 


Robert H. Boulware, formerly 
in the media department of Proc- 
ter & Gamble Company, has joined 
Station WSAI, Cincinnati, as na- 

‘tional sales manager. 
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h don’t mean a thing if you ain’t got that 


. to get in the swing to greater sales 


. count on WJW, CLEVELAND’S CHIEF STATION, 
local programming, high listener 
per dollar than any other regional station have given WJW the 


impact to reach and hold an audience that spends over a billion 


Better 


acceptance—more daytime dialers 


e 850 KC 
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Koref, Monogram 
nite to Promote 
Film, Sportswear 


San FraANcisco—Koret of Cali- 
ornia, leading producer of wom- | 
n’s sportswear, and Monogram | 
studios are teaming up in a joint 
rromotional campaign which they 
onfidently expect will sell plenty | 
f movie tickets and _ vacation | 
wardrobes. 

Signaling the campaign’s start is | 
‘elease of Monogram’s new movie, 
Vacation Days,” starring teen-age 
June Preisser. Her entire ward- 
robe for the film, as well as those 
of other feminine players, was de- | 
signed by Stephanie Koret, and 
each garment is manufactured and | 
sold by Koret of California through | 
its 8,500 retail outlets. 

All of Koret’s advertising, both 
consumer and trade, will feature | 
“Vacation Days— with Wardrobe 
by Stephanie Koret,’ during the 
remainder of March, April and 
May. 

Special promotion kits are being | 
distributed to Koret dealers far 
enough in advance of the picture’s 
scheduled showing in their respec- 
tive towns to permit completion of 
arrangements for tie-ins between 
dealer and theater. 

“We are supplying our retailers 
with plenty of ammunition to 
make this scheme the biggest pro- 
motional success in garment sales 
history,” Al Citron, Koret’s pub- 
licity director, told AA. 


Tested Last Fall 


The idea of making movie styles 
immediately available to the pub- 
lic was hatehed less than a year 
ago in Koret’s promotion and ad- 
vertising departments. Approached 
with the plan, Monogram decided 
to give it a try, and decked out the 
feminine cast of “High School 
Hero” in Stephanie Koret crea- 
tions. 

That film was released last Sep- 
tember with little fanfare by either 
studio or Koret, but sales promo- 
tion-minded retailers took over; 
the “box office” for an admittedly 
sub-par “B” musical ran high, and 
stores reported racks stripped bare 
of Koret merchandise as female 
movie-goers stampeded to buy the 
fashions modeled for them in the 
movie. 

For “Vacation Days,” cooperat- 
ing dealers are being supplied with 

iggested ad layouts, window dis- 
play ideas, publicity mats, news 
releases and suggestions on ar- 
ranging reciprocal promotion 
stunts with the theaters. Simul- 


Cen 


taneously, Monogram is notifying 
theaters playing “Vacation Days” 


f what Koret is doing to promote | 


the film and suggesting ways of 
operating with dealers. 
Koret’s production department 
turning out the various models 
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worn in the movie fast enough to} 


supply dealers by the time the film 
reaches town. “We were a little 
worried about that point for a 
while,” said Mr. Citron. 

Koret of California, incorporated 
in 1939, has come up through the 
ranks in eight years to top posi- 
tion among feminine sportswear 
manufacturers. President Joe 
Koret used to be a sweater sales- 
man. It was when he and his de- 
signer-wife Stephanie were urged 
to turn out some skirts to match 
the sweaters that Koret of Cali- 
fornia sprouted. 

The first Koret advertising me- 


dium was a mimeographed house | 


organ distributed to dealers. To- 


| day, a complete advertising depart- 
| ment has been set up to work with 
| the agency, Abbott Kimball Com- 
| pany, and the national advertising 


budget for newspapers, magazines, 
outdoor, radio and car cards runs 
to a substantial figure. But the 
“Journal,” with a dressed - up 
printed format and circulation of 
more than 12,000, remains the No. 
1 contact with Koret’s retailers. 


‘Food Store Digest’ 
to Be Published 


“Food Store Digest,’ a syndi- 
cated monthly contact magazine, 
will be introduced in April by 
Buhai Publishing Company, Chi- 
cago, publisher of “Restaurant Di- 
gest.” 

The new publication will have 
an initial circulation of 4,000 
copies, sponsored by Bowman 
Dairy Company, Chicago, and 
Capital Bakers, Inc., Harrisburg, 
Pa. Distribution franchises are 
sold on an exclusive basis, with 
advertising of the franchise holder 
being the only sales copy carried 
in that area. 


Bartee Appoints Colman 
Robert E. Colman, formerly with 
Procter & Gamble Distributing 
Company, has been appointed 
manager of the specialty promo- 
tion department of Julian Bartee 
Company, San Francisco. 


Mayfair Names Cayton 

Mayfair Plastics Corporation, 
New York, has appointed Cayton, 
Inc., New York, to handle its ad- 
vertising. 


57 
EIA to Present Musical 
“The Adversities of 1947,” a 
musical extravaganza presented by 
Eastern Industrial Advertisers, you govt 
will be given March 13, one night wourd 
only, in the Rose Room at the wow wiu™ 
Bellevue-Stratford Hotel, Phila- of PRE 
delphia. Ernest G. Monigle, Amer- THE 1 
ican Pulley Company, Philadel- QpLENs ge Whe 
phia, is handling the reservations. PR 9 avo pee nove 
Tickets are $5.50 per person for jyat 4° ‘oney~ = 
dinner and the show. * 4 too ™ w a yest - 
ee se re 
R hell { stead 
Gets Ice Cream Account we tow 62 02 ner fi0hESs Toceive 
Hazard Advertising Company, win complan” en 
New York, has been appointed ot to YOUr 4 one "4 
advertising and public relations net prem” ov wiose une 
counsel for Marchiony Ice Cream what © avert! gnolen 
Corporation, maker of French ice 3- pee” al yple 
cream, spumoni and bisque chiefly tt ned P piem of saline 
for the New York metropolitan a whole PF remium a fest 
area. gowe need b wien YO" 
Names Frankel DY ec Hinkine a 
Stanley A. Frankel, formerly di- " CHICAGO 
rector of the book department of NEW YORK 
Esquire and Coronet and manager ay atte 
of the Esquire Buy-Products divi- 2 | @ = 
sion, has been named director of = OF - 
publications of the Research Coun- DIF : D o 


cil for Economic Security, Chi- 
cago. 


\THE INDIANAPOLIS 
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as : 


STRAIGHT TO THE TARGET 


OF HOOSIER 


It tells all about Indiana folks, 


places, and doings . 


and what they are... 
they got that way. Since noth- 
ing could be more interesting 


. who 
how 
by every member. 


INTEREST 


circulation 215,000 a week. It's 
lively and colorful—a "whole- 
family’ medium, carefully read 
Roto-Gra- 
vure, monotone to 4 colors, 


to Hoosiers than this first all- 
Hoosier magazine, there's no 
better place to tell them 
about your products or serv- 
ices. 

Introduced January 12, the 
new Star Magazine is a vital 
and integral part of Indiana's 


largest Sunday newspaper, 


provides the very finest repro- 
duction for your product, 
whether in full color or black 
and white. And you get maxi- 
mum visibility and attention on 
the 1,000-line tabloid pages 
of The Star Magazine. It's the 
shortest, straightest line to 
Hoosier interest and sales. 


Direct inquiries to Metropolitan: Sunday Newspapers, Inc., 


or Kelly-Smith Company, Star national representatives, 
or National Advertising Department, The Star 


THE INDIANAPOLIS STAR 


FIRST IN INDIANA SINCE 


1936 


IN TOTAL ADVERTISING LINAGE 
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Backs Quarantine Rule 

To the Editor: I think you have 
made a wrong assumption in your 
editorial— “The Balkan Wars 
Aren’t Over’’—in your recent issue. 
There is, I know, a widespread 
feeling that some of the quaran- 
tine regulations imposed by such 
states as Florida and California 
exist for competitive reasons. 

However, so far as I know, this 
is not the case. Each state has its 
own peculiar pests and is anxious 
not to import any new ones from 
other states or countries. 

For the same reason that our 
quarantine inspectors scrutinize all 
fruits imported from other coun- 
tries, they will not allow the im- 
portation of meat from Argentina 


and other countries because we | 


are about the only country on the 
globe that does not have this in- 


This department is a reader’s forum. 


SET 2 Taree ge ong ecm eee sc taaapnaaNR RS RIE Mp 


iixg 4 


2 ae 


fection. 
ease.) 
plies to fruits and meats but also 
to grains, such as corn. 


(Hoof and mouth dis- 


Letters are welcome. 


Quarantine not only ap-| 


Tourists entering California by | 


automobile are sometimes greatly 
upset by the search made by 
quarantine officers at the border. 
However, these precautions are 
well worth while because the im- 
portation of an insect like the 
Mediterranean fruit fly might ruin 
the fruit industry, which means 
millions to the state. 
Don FRANCISCO, 
J. Walter Thompson Company, 
New York. 


Wants Info About 
Hot Coffee Vender 


To the Editor: We are very 
much interested in the feature 


Die memeecgmntgar ee 


pg ange 
i 


7 omsama 


8, 


10 issue of ADVERTISING AGE re- | 
garding vending machines. We} 
would appreciate obtaining as full 
information as possible regarding 
the hot coffee vender manufac- | 
tured by the Bert Mills Corpora- 
tion of your city. Will you also) 
advise the local address of this | 
company, as we desire to get in| 
touch with them direct. 
C. S. SEWELE, 
Assistant Secretary, National 
Coffee Association of U. S. A., 
New York. 


a 


Inspiration for Models 

To the Editor: Thank you for 
your comment in Rough Proofs 
(AA, Feb. 17). 

Martha Vickers is not tied up 
matrimonially now, but she has 
a contract with the Brothers War- 


article on the first page of the Feb. | ner. While we don’t handle pub- 


THE Acg&¢ COMBINATION / 


.--T0 DO A COMPREHENSIVE JOB ON THE 
COMPLETE MARKET FOR OFFICE EQUIPMENT, 
i. SUPPLIES AND STATIONERY 


a both GEYER'S TOPICS and OFFICE MANAGEMENT & EQUIPMENT do a real 


job in reaching your prospective buyers in the respective fields they serve. Space may be 
purchased in either magazine to sell the particular part of this market you want to reach. 


GEYER'S TOPICS—the first in the field with live news on merchandise and merchandising, is 
the paper to which the dealer, who buys for resale, looks forward early each month. Year 
after year, since 1877, it has been the leader in the office equipment and stationery field. 


OFFICE MANAGEMENT & EQUIPMENT is the one magazine edited exclusively for office 
executives of large industry and organizations which buy in real volume for their own use. It 
is their own magazine, filled with articles of specific interest on their problems and purchases. 


Together, using individual 


appeal, these two publications 
are the right combination for 
merchandising to the complete 


market. 


The Combination Rate 


is interesting. 


See S.R.D.S., or write 


for rate card. a 


copy 


GEYER PUBLICATIONS 


260 FIFTH AVENUE 


Established 1877 


NEW YORK lI, N. Y. 
Also publishers of THE GIFT AND ART BUYER, SPORTS AGE and Trade Directories 
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historic Warm Springs Pools on The oan Pe OSTON eS ss 
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‘ ever envisioned the pleastt bee om 
estate, But George 0 nw Mieemd, i, 
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Southern Service, 
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HoT sprit 

sy a Weider! 4slorta 


Manager © New York Ofiwe 


riding. nig 
and smooth 
make your reservatt 
The Homestead in 1947. 


on now tor 


FAY INGALLS, Pevsraears HAROLD P. BOCK, Geners? 


licity for Miss Vickers, we know | Off Washington's Beat 
her as a model with Tom Kelley,| To the Editor: I wonder where 
Hollywood’s outstanding color)|George Washington did 
photographer. Martha’s dad was| sleep! 

a Ford executive out here, and | Please note attached two clip- 
she should be an inspiration to| pings from the Parker House in 
models all over the country who/| Boston and the Homestead in Hot 
aspire to a starring role in pic- | Springs. 

tures. Her face appeared on maga- 
zine covers and billboard ads, 
photographed in color by Tom 
| Kelley, which inspired casting di- 
rectors who have now started her 


on the way to stardom—which she Madison St Man Says 
justly deserves. ? 


Jace Muicane, | _ To the Editor: I hear tell you're 
Mulcahy, Ginsberg & Asso- |jurnal is the last word in adver- 
ciates, Los Angeles. | tisng, sumpthin iike the Supreme 

; ‘2 e Cort... So I want to beef to you 


Wants to Reprint |about what one of them advertisers 


: ‘is up to. 
Articles on Young Everwhere you go on the ele- 
To the Editor: We have been | vated or the trolleys a big poster 
| particularly impressed with Law- is bellerin at you—Jack Carson 
/rence M. Hughes’ report on Robert | has changed to Calverts Whiskey 
R. Young of the C&O—Nickel | because it’s smoother. 
| Plate. 


No such thing has taken place. 
Am wondering if it would be|Im a Old Taylor man myself. My 
| agreeable with you if The Packer | father before me was a Old Taylor 
reproduced the two articles, giving fella. His father knowed Old 
appropriate credit to ApverTIsING Taylor personaly and drank the 
|AceE and Mr. Hughes? Mr. stuff before enyone exceptin old 
| Young’s ideas on advertising might Taylor himself. 
'not necessarily be pertinent to the So this about me changing to 
| field of fresh fruits and vegetables, | Calverts just aint true. The other 
| but on the other hand, they might. | day I run into Al Bliss over at the 
Jerr Roark, House of Rotchild an he says them 
The Packer, Los Angeles. posters is sayin he also changed 


really 


J. Davis DANFORTH, 
Batten, Barton, Durstine & Os- 
born, New York. 


Still Old Taylor Fella, 
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to Calvert’s. Al’s is still a Old, 
Fitzgerrald man—I knowed him | 
since 92 and he was drinkin it | 
hat far back, and he dont like 
it a bit puttin his name all over 
1e posters on the cars. 


Its gettin so a man cant even) 


rink his favorit liquer anymore 
ithout somebodys screaming 


1eir lungs out that he’s changed | 


is brand. I suppose next thing you 
now one of them photograffers 
| be out here tryin to line up|} 
1e of our old crowd as a man 
f distincton. 
JACK CARSON, 

817 W. Madison St., Chicago. 
[Editor’s Note: In keeping with 


etitious letters will not be noticed 

—unless they’re funny. ] 
. Se Jee | 

Cites an Example 
of Questionable Humor 

To the Editor: Humor in adver- 
tising is a delicate thing to handle. 
It can easily prove anything but 
funny. It has a way of flaring 
back at one. And the fact that so 
many advertisers today are daring 
to use it, makes that danger all 
the greater. 

A case in point is this potato 


chips advertisement enclosed. It, 


hh ANYTIME... 


OSTRISUTED BY THE NATIONAL FOOD SALES CO. PHONE NUTLEY 3.0778 


DELAWANNA, N. J. 


does not hurt my feelings at all, 
but it would seem that there are 


plenty of other humorous situa- | 
tions when the eating of potato | 
chips would be equally incongru- 


ous but which do not tread on the 
very sensitive feelings of so many 


people, with whom the marriage | 
ceremony is nothing to be trifled | 
is something | 
Why play with | 


with. To them it 

holy, inviolate. 

fire, so to speak? 
A. ROWDEN KING, 
East Orange, N. J. 


, & 


Agrees with Ad-libber 
on Bomb Ring Premium 

To the Editor: 
your “righteous outburst” (Ad- 
libbing, Feb. 24) about the Kix | 
atomic bomb ring. 


could reach all Americans. 


tention of our local General Mills 
district manager. Also added a 
few thoughts of my own. I, too, 
am “seared silly” of the poten- 


lialities within atomic power. 


Thanks for your frankness and | 


your courage. 
CORNELL HEWSON, 
Grocers’ Wholesale Co-op, 
Ine., Des Moines. 
7, VT 


G-E Opinion Meter 
Makes Nashville Debut 


To the Editor: The following 


you would be interested. 


The national premiere of the 


WA 


nlnnsanenss 


STAR 


EVENING 


ws 
, ly Wy MORE THAN | — 
AN ] F 500,000 SUNDAY, | 
“dhs Bh, 400,000 DAILY |, 
ws > 


I truly wish your conidia | 
I was | 
glad to call the item to the at-| 


ry is one in which we thought 


widely discussed General Electric 
| Opinion Meter will take place, be- 
ginning March 10, in Nashville, 
under the auspices of Radio Sta- 
tion WSM and the Nashville Ten- 
nessean. 

Harry Stone, vice-president and 
general manager of WSM, an- 
/nounced that the Opinion Meter is 
to be used in actual broadcast 
|demonstration in many of WSM’s 
| originating programs. In addition, 
a stationwide poll of public opinion 
lis being made in Tennessee with 
| results to be carried in daily WSM 
broadcasts and the Tennessean. 


measure and indicate the com- 
posite opinion of as many as 120 
individuals in less than 10 seconds. 
It differs from other such mechan- 
ical devices in that the degree of 
opinion is registered. Working on 
the theory that opinion is not 
necessarily a definite ‘“‘yes” 


ated by a series of dials placed in 
the hands of the participants. Each | 
person answers questions by reg- | 


The Opinion Meter was designed | 
'by General Electric Company to | 
ur usual custom, anonymous or | 


or | 
“no,” the electrical meter is oper- | 


istering the intensity of his feeling. 
The figures are picked up by the 


Opinion Meter, computed electric- | 


ally and an over-all average is |‘ 
obtained. 
WSM shows which draw big 


studio audiences are to be the 
scene of the joint WSM-Tennes- 
sean 
Meter. 
chief mechanical interviewer, the 
device will sample opinions of the 


varied series of subjects. 

The WSM public service feature, 
“Noontime Neighbors,” one of the 
first programs to be included in 
| the demonstration, will use ques- 
| tions slanted toward the 400 farm 
| visitors who witness the show each 
|day at 12:30 p.m. For the bobby- 
sox crowd, which makes up a good 
portion of the half-hour variety 
show, “Dixie Nightcap” on Friday 
/nights at 9:30, the questions will 
take a facetious turn with such | 


queries as: “Would you object if | 


experiments with the G-E| 
Acting in the capacity of | 


audience and through a projection | 
of figures, gain from them a re-| 
markably accurate picture of Ten-| 
nessee’s total thinking on a widely- | 


your boy friend (or girl as the case 
may be) were secretly in love 
with a WSM radio star?’’—or— 
‘Do you think Blondie (featured 
in the Tennessean comic page) 
will ever divorce Dagwood?” Ac- 
cording to Mr. Stone, other regular 
WSM shows are to be used as part 
of the Opinion Meter survey. “It 
is probable,” he said, 
tional shows of the man 
street type, will be built especially 
for the demonstration.” 
BiLL GRAHAM, 
Publicity Director, Radio Sta- 
tion WSM, Nashville. 


S yw 


Kent Booklet Marks 
Rahr’s 100th Birthday 


To the Editor: To commemorate 
our hundredth anniversary, Rock- 


well Kent has written and illus-| 
“To Thee,” a toast | 


trated a book, 

to America. 
This publication has been re- 

ceived with so much acclaim that 


son Company, to whom I showed 
it in Miami, proclaimed it ‘one 


“that addi- | 
in the) 


59 


of the most outstanding pieces of 
advertising that I have ever seen.”’ 
As you are an outstanding critic 
of advertising, the thought oc- 
curred to me that you might be 
interested in adding this little vol- 
ume to your library, and I have 
requested our main office in Mani- 
towoc, Wis., to send you a copy. 
HANS HINRICHS, 
Vice-President, Rahr Malting 
Company, New York. 


in CIRCULATION 


7 in ADVERTISING 


one member of J. Walter Thomp- | 


y in LEADERSHIP 
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tiser, 


tions. 


fusion, and 


ments. 


Another 


| 
} 


Editor and Publisher 
| PALMER HOYT 


A. B.C. 
Self-Regulation in Advertising 
and Publishing 


or thirty-two years the adver- 


agency, and _ publisher 


members of the Audit Bureau 
of Circulations have worked together 
to provide a uniform measurement, 
methods of auditing, and the distribu- 


Thanks a lot for | tion of reports covering paid circula- 


From the guesswork, doubt, con- 


waste that surrounded 


space buying prior to 1914, we now 
have circulation standards and facts 
that make it possible for advertisers 
to select media on the basis of known 
values and for publishers to get full 
credit for’ factual circulation state- 


important accomplish- 


ment of A. B. C. is the providing of a 
sound and equitable basis for adver- 
tising rates. 
any other than a factual basis would 
be as unsound as it would be to buy 


THE DENVER POST 


The making of rates on 


and sell advertising merely on the 
strength of opinions or unverified 


claims. 


THE DENVER POST is proud to 
have been a charter member of the 
Audit Bureau—an unequaled exam- 
ple of successful self-regulation in in- 


dustry. 


Audited Distribution for 
Your Advertising 


Ninety-five percent of 
the total circulation of 
U. S. daily newspapers 
is audited by the A. B. 
C. When buying ad- 


vertising 
space, al- 
ways ask for 
A. B. C. Re- 
ports — and 
then study 
them. 


The Voice of the Rocky Mouutacn Em poire 


resented 


nent’, REGAN & SCHMITT, INC. 


Nationally t 
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Allis-Chalmers 
Launches Special 
Scrap Drive Copy 


used in Farm Implement News and , copy reminds them. “Give it your 

Implement and Tractor, while | full active support and urge others 

two-color pages will run in nine| to help. Collect every pound. If 

other trade publications. you do not know where to sell it, 
Dealers are told that “the war | ask us.” 


proved that one of the best sources | 


Special announcements on the) 
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Many Retailers Have Become 
Important National Advertisers 


Dre 


MILWAUKEE—An emergency of scrap is the farm” and “you|drive will be made on the com-| tk 
campaign which will benefit the proved your ability for organizing | pany-sponsored ‘National Farm . oni 
. : , Pe se 8 By G. D. Crain Jr. try by 
entire farm machinery industry the local scrap campaign; now | and Home Hour” aired Saturdays pie 
has been launched by Allis-Chal- | your wartime experience can be| via the full NBC network. Readers of ADVERTISING AGE|chandise was in short supply, it Ha 
mers Mfg. Company, aimed at get- | used for the good of your own Charles N. Karr, sales promo- have no doubt noted the comments| was as important to build pres- ic pr 
ting scrap iron to the steel mills | business.” tion manager for the company, of some important magazines|tige with manufacturers as with o la 
and alleviating a drastic shortage Dealers are urged to run ads in| said the entire campaign, includ- whose linage figures and advertis- | customers. This situation, of lirect 
of metal for farm machinery pro- | local papers asking farmers to ing comprehensive folders for|ing revenue for 1946 were pub-|course, has changed in recent Amer: 
duction. ‘round up their scrap. Mats have| branch managers, was drawn up lished without including retail ad- |months, although establishing posi- Am 
The campaign will employ trade been sent to the entire Allis- and executed within 10 days after | vertising. The figures printed|tions as preferred accounts will quirie 
and farm publications during | Chalmers dealer organization. The | the emergency arose and was sub-|here were supplied by Leading|continue to be interesting to re- outh 
March and April. Two-color cen- | dealers also are encouraged to stituted for an advertising sched- | National Advertisers, whase tabu- | tailers. ‘Spined 
ter-page spreads, headlined “Scrap | enlist the help of local papers in | ule already completed. lations do not include retail ac-| 3. Recognition of public rela- virtua 
iron urgently needed,” will be|running stories on the campaign,| Bert S. Gittins, Advertising, is! counts. Naturally, these magazines | tions problems has emphasized the he eal 
with material based on informa- handling the campaign. would have preferred to have|desire of many stores to include “Tr, 
» |tion from Edwin Barrington, ex-| their complete totals shown. institutional advertising in their ludin 
\ | ecutive secretary of the Institute oe i Thousands of pages of advertis- | over-all promotion planning. trai 
IMPSON-REILLY, ETD.) | of Scrap Iron and Steel, Washing- Analyses Wage Criteria ing were used last year by im-| 4. Manufacturers of many fash- 9} plane: 
» Publishers Representatives | ton, D. C. __ “Basic Criteria Used in Wage portant stores located not only in|ion items will continue to desire of the 
: . SINCE 1928 In additional copy in 25 farm | Negotiations,” a 50-cent, 56-page New York and Chicago, but all|to add the prestige of recognized would 
| publications, Allis-Chalmers is ap- | booklet published by the Chicago over the country. The copy ran|retail style centers to their own thougl 
AN FRANCISCO —_LOS ANGELES |pealing direct to the farmers. | Sssoctaton oe = a tim numerous magazines, princi-|company and brand promotion, chemi 
See eee | “Farmers have the most to gain | te tid FB by Sumner H. Slichter pally those dealing with fashions | and therefore will cooperate with own 
from the success of this drive,” | of Harvard University of seven and women’s apparel. This busi-| the stores in their national adver- Amer: 
| grounds used by unions as reasons ness mushroomed during the war | tising in the future as in the past. The 
| for getting wage increases. They years, although it had long been 5. Advertising agencies are tak- what 
include the ability-to-pay, mini- an important part of the volume | ing a greater interest in retailers’ to ex) 
| eee Ber So eee .'2 of many of these media. advertising, especially at the na- ] contrc 
f= clichter en By "= (labo, Before trying to predict what| tional level. One important New J autor 
B Sede vag silane opzeotl penne: or | will happen to national store ad-| York agency now has 140 store 
has little chance to raise wages PP Inc 4 
at the expense of corporate profit. Vertising in the future, let’s set | accounts. U. S. 
rt down some of the reasons why re-| The total volume of retail ad- fied. s 
= tailers spend money in national|vertising appearing in national lered 
a cag — ¢ aap media. Here are a few of them: magazines this year is down sub- sold ii 
oung America Films, inc., New 1. Mail-order business is an im-| stantially from 1946, but con- Alt 
tere gyre — age egg of portant and growing factor in re- |tinues heavy in many magazines. anon 
petro yoo a "New York. tail merchandising. The hundreds | While some of the factors which some 
The account was formerly handled °f thousands of charge accounts| caused such a large increase in this + 
‘by Raymond Spector Company, maintained by the larger depart- | the volume of this kind of busi- hicles 
|New York, which went out of ment stores include many not in|ness during the war years have tion 
business Jan. 1. their recognized trading areas. | disappeared, it looks as though the Latin 
wn. eee They want more. retail store as a national advertiser Nev 
Organize Benham-Nixon 2. During the war, when mer-| is here to stay. suppo 
F. Darius Benham, founder of in all 
the Circus Saints and Sinners, and| World Airways, have formed a York. The new company will suc- tional 
Larry Nixon, assistant director of | public relations organization, with ceed F. Darius Benham & Asso- Howa 
public relations for Pan American offices at 292 Madison Ave., New | ciates. gener, 
Detro 
= — Warn 
of the 
. 7 with - 
JAMESTOWN: an Gndustiial City: PLUSI Jean 
To F 
Hoe 
vertis 
appoi 
tising 
coope 
gional 
ule in 
paper 
direct 
PLUS May 
Ray 
4 MODERN releas 
BANKS Arte 
Arthu 
South 
° , public 
The 100% home delivered magazine. No : pany 
copies laying on newsstands waiting for buyers. me Viiiit — 
* . e ° *y “ é 
YOUR advertising in THEIR magazine delivered a FTC 
to THEIR homes. Here is readership PLUS. The 
ago 
Advertising in FOREIGN SERVICE reaches Chinn 
. nica 
a compact market of nearly 2,000,000 overseas The first bank in Chautauqua County was built in Jamestown aan 
in 1831. It served the pioneer community well and saw the ets. 


veterans ... PLUS their mothers, fathers, sisters, 
brothers, wives and children. 
readership of more than 10,000,000 people — 
consumers who TODAY need the product or 
service you want to sell... NOW! 


Dan B. Jesse, Jr. & Associates, Inc. ¢ Advertising Directors « 10 E. 43rd St., W. Y. 17, N.Y. 
Midwest Representatives: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Illinois 
Pacific Coast: Ren Averill Company, 427 W. 5th Street, Los Angeles 13, Cal. 


That’s a total 


to almost $69,000,000. 


rapid growth of manufacturing and lumbering—it stood be- 
hind many an enterprising businessman who sent his products 
down the river by flatboat to the great marketing centers 
of the East. 


Four sound banks now serve Jamestown and serve it well. 
Last year—1!946—their totol combined deposits amounted 
The city's 1946 industrial payroll 
amounted to $25,000,000—a good indication of the big part 
industry plays in the conduct of Jamestown affairs. 
Post-Journal keeps this forward-looking region “well posted.” 


The 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 
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Sees Export Peak » 
After Controls Are 
Dropped by U.S. | 


| 


DetTROIT—Very substantial credit \ 


yalances accumulated in this coun- 


try by Latin American nations will 
spark an all-time high of exports to 
those countries as soon as domes- 
tie production permits, according 
to Lawrence E. Good, executive 
lirector of the Detroit Inter- 
American Council. 

Among nearly 3,000 trade in- 
quiries from the countries to the 
outh, about 20% are for ma- 
‘hinery, but the remainder cover 
virtually every type of industry, 
he said. 

“Transportation equipment, in- 
‘luding automobiles, accessories, 
trucks, railroad equipment and 
planes, account for more than 7% 
of the inquiries. This, of course, 
would run into big money, al- 
though the larger automobile and 
chemical companies have their 
own representatives in Latin 
America,” he said. 

The 7% is decimally less than | 
what the auto firms are allowed 
to export now under government | 
controls. Spokesmen for leading 
auto manufacturers told ADVERTIS- | 
InG AGE that when demands of. 
U. S. customers have been satis- | 
fied, several times the amount al- | 
lowed for export now could be) 
sold in South America. 

Although the 7% was in effect | 
for several years prior to the war, | 
some sales departments hope that 
this will be raised to speed ve- 
hicles to Europe for reconstruc- 
tion purposes and to expedite 
Latin America’s expansion. 

New to Detroit, the council is 
supported and headed by leaders 
in all types of business, educa- 
tional and advertising activities. 
Howard E. Blood, president and 
general manager of the Norge and 
Detroit Gear divisions of Borg- 
Warner Corporation, is president 
of the council, which is affiliated 
with the Council for Inter-Ameri- 
can Cooperation of New York. 


To Hoefer, Dieterich 


Hoefer, Dieterich & Brown Ad- 
vertising, San Francisco, has been 
appointed to handle the adver- 
tising of Aladdin Tours, Ine., a 
cooperative organization of 12 re- 
gional travel agencies. The sched- 
ule includes Holiday, Time, news- 
papers, trade publications and 
direct mail. 


Mayer to Father’s Staff 


Raymond C. Mayer Jr., recently 
released from the Army, where 
he was attached to General Mac- 
Arthur’s headquarters in the 
Southwest Pacific, has joined the 
public relations staff of the com- 
pany operated by his father, Ray- 
mond C. Mayer, New York. 


FTC Order Set Aside 


The U. S. circuit court in Chi- 
ago has set aside an FTC order 
to prohibit S. Buchsbaum & Co., 
Chicago, from using the trade 
lame “Elasti-Glass” for its belt 
ets. The FTC had held that use 


KIMBALL HOLDS OPEN HOUSE—Mayor William E. Kemp of Kansas City, 

left, was one of several hundred guests at Abbott Kimball Co.'s open house, 

which celebrated the opening of the agency's new offices in Kansas City, Mo. 

Abbott Kimball, president, center, and Hal Frazee, vice-president, are shown 
with the mayor. 


the public. 


of the word “glass” would mislead | apparently have been no dissatis- 
fied customers and that customers 
Elasti-Glass products are pliable, | “cannot be misled or injured by” 
tensile and transparent; that there | Buchsbaum advertisements. 


The court ruled that 


Ahrens Names Four 


Dick Huntington, editor, has 
been named executive editor of 
Hotel World-Review, published by 
Ahrens Publishing Company, New 
York. Lucy Fogarty, managing 
editor, has been appointed editor 
of the publication. Walter O. 
Voegele, assistant to the publisher, 
has been named managing editor 
of Hotel Management and Restau- | 
rant Management, both Ahrens 
publications, and Garry Flamger 
has been appointed publication 
manager of Travel America. 


Potter Rejoins Houde 


Elbert L. Potter, formerly with | 
French & Hecht, Inc., as_ sales | 
manager, has rejoined Houde En- | 
gineering division of Houdaille- , 
Hershey Corporation, Buffalo, as 
divisional sales manager. He was | 
with Houde until April, 1943. 


Joins ‘Pathfinder’ 


Howard W. Taylor, formerly 
with O’Mara & Ormsbee, has 
joined the sales staff of Pathfinder, 
with headquarters in New York. 
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Takes Over Dixon Co. 

R. A. Woodall, president, has 
purchased the stock of the late 
K. H. Dixon in the K. H. Dixon 
Company, Chicago, publisher of 
Automotive & Trailer Travel 
Magazine. The corporate name has 
been changed to Woodall Publish- 


|ing Company and the magazine’s 


name has been changed to Trailer 
Travel Magazine. Mr. Woodall 
will continue as president and 
general manager. 


DIE 
CUTTING 


AND 


‘STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 


ACETATE ENVELOPES 
PRESERVE 
PROTECT ve 


CREDIT C 
PRESENTATI 


ery: Save 


liv 
wick de st. Write 


All sizes. Q 


GLENFIELD PLASTICS, INC. 


ny. 
% DEWITT STREET, BEAVER FALLS, 


1. Combination Halftone 


C) Engraving which is part halftone, part line 
_) Halftone with highlights etched out 
(| Halftone with inside mortise 


C] Metal piece used for lock-up in printing 


C) Process of originating a copy phrase 
_) Decorative type character 


Test your word knowledge 


of Paper and Printing 


Des i ce al 


2. Basis Weight 


(| Size of paper established by custom 
| Weight of a ream of paper of given size 
7) Weight of a cord of pulpwood 


4. Compactness 


(| Solid typesetting 


_) Fineness of a halftone screen 
_) Close matting of fibers and filler in paper 


ANSWERS 
] Combination Halftone is an 3 


engraving which is part halftone 
and part line. Fine engravings repre- 
sent an important investment. In- 
sure their effectiveness by printing 
them on clean, bright Levelcoat 
Printing Papers. 


many 


? Basis Weight is the weight in 4 
pounds of a ream of paper cut 
to a basic size. Ream after ream, 
Levelcoat papers meet basis weight 
requirements within the closest tol- 
erance —one more proof of their 
outstanding uniformity. 


Quoin is a wedge-shaped metal 
piece used for lock-up in print- 
ing. And just as quoins are indis- 
pensable for locking up forms, so 
printers consider Levelcoat The demand for Levelcoat still 
indispensable for printing those But please be 
forms with maximum dependability. 


Compactness is the close, firm 
matting of fibers and filler in a 
sheet of paper —a factor important 
to printability. Compact formation 
is an inherent feature of Levelcoat. 
Paper-making skill and a care for 
quality have made it so. 


exceeds supply 


in Levelcoat tonnage 


: PRINTING PAPERS 


patient; when our current expan- 
sion plans have been completed, 
there will be a decided increase 


%* 


Kimberly 
Clark 


KIMBERLY-CLARK CORPORATION 


NEENAH, WISCONSIN 


* TRADEMARK 


1872—75 YEARS OF FINE PAPER MAKING—1947 
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Asks FIC Rule 
Ending Attacks 
on Cooperatives 


Claims Lewis Radio 
Series Violates 
Fair Trade Laws 


WASHINGTON—Controversial ra- 
dio commentators have long wor- 


commentary over Mutual, 
that Mr. Lewis may have hidden 


ried sponsors, but now one of them | 


is causing the FTC a headache. 
National cooperative organiza- 
tions have handed the commission 
a novel—and uneasy—assignment 
in a petition complaining that the 
radio commentator, Fulton Lewis 
Jr., is part of a “nationwide con- 
spiracy” determined to “inspire 
fear and hate and_ prejudice 
against cooperative organizations.” 
The petition, 
broadened to include the Mazor 


which may be) 


Furniture. Company here, one of | 


-ereate anger against cooperatives | destroyed in whole or in part the | 


tion of a series of attacks on co- 
operatives which Mr. Lewis began 
earlier this month. 

The Lewis material, 


the hundreds of local firms which | 
has sponsored the Lewis co-op 
hints 
charging 
sources of income pertinent to his 
attacks on tax status of consumer 


co-ops. 
cooperatives” are “false in part,” 
Carson Leads Attack “half true in part” and “confusing 
Through John Carson, Washing-| where they are true,” Mr. Carson 
ton director for the Cooperative | said. 
League of America, FTC has been| Mr. Carson said FTC had “a 
asked to make Mr. Lewis reveal) broad charter to induce and com- 
who is giving him financial assist-| pel fair trade practices and thus 
ance, to prove his charges, and to} to assist honorable business men 
submit to cross examination. FTC | in serving the common good. 
is asked to decide whether he “is! “The commission was created to 
guilty of violation of fair trade | regulate the activities of business 
practices.” in certain degree and particularly 
“It is most important to the! to expose and to provide for pun- 
welfare of the country, in my|ishment of that type of business 
opinion, that the commission shall! man and his agents whose prac- 
investigate the activities of Mr. | tices were unfair to his competi- 
Lewis and what association he| tors and which were inimical to 
has with other groups that have | the common good.” 
been, or are now engaged in the 
defamation of consumer purchas-_ 
ing cooperative associations,” Mr.| “The commission has con- 
Carson said. demned, and justly condemned, 
“In Chicago there is an organi-| on many occasions the business 
zation which has addpted’ the| man and his agents who engaged 
name, National Tax Equality|in the defamation of a competi- 
Association. That organization is|tor’s goods. The commission has 
making statements similar to those | | been severe, and justly severe, in 
now being made by Mr. Lewis. “condemning those who engage in 
“The statements are designed to | false statements which injured or 


Cites Previous Rulings 


'and to create fear. Agents of that | business of a competitor.” 


/money from its victims, many of| ness men” 


| 


organization appear in various Mr. 


that “hundreds of millions of dol- | 
lars are being lost to the govern- | 
ment because of tax exemption of |\WMAL, ABC’s Washington outlet. 


cancelled the show following the 
protests from consumer coopera- 
tive organizations. 

Through Kronstadt Advertising 
Agency, it will switch to Elmer 
Davis five nights weekly on 


L. P. Steuart Motor Company, 
which had sponsored Mr. Lewis 
two nights weekly, will now spon- 
sor him five times, WOL said. 


Court Upsets FTC Order 


In October, 1941, the Court of 
Appeals for the Third Circuit 
killed an FTC order which at- 
tempted to stop the Scientific Mfg. 
Company and Howard J. Force of 
Scranton- from distributing a pam- 
phlet alleging that aluminum 
utensils are injurious to food. The 
decision pointed out that the 
parties involved were not engaged 
in the business of selling utensils, 
and were not in competition with 
aluminum utensil manufacturers. 

“The commission’s intervention 
is limited to acts or practices in 
the affected trade,” the court said. 
“If the amendment were given any 
broader scope, the act would re- 
late to mpre than trade practices 
and the commission would become 
the absolute arbiter of the truth 
of all printed matter in interstate 
commerce, even where scholars in 
the particular field of knowledge 
were in wide disagreement. 


Carson characterized Mr. | 


“ . . the publication, sale and 


parts of the country to collect | Lewis as “an agent of many busi- | distribution of matter concerning 


who is “engaged 


in|}an article of trade by a person 


whom are not aware of the char- | the transmission of false state-|not engaged or financially inter- | 


acter of the organization and of its; ments over the radio designed to| ested in commerce in that trade | 
defame and injure the character! js not an unfair or deceptive act 


_of honorable business organiza-| or practice within the contempla- 


propaganda.” 


League Distributes Series | tions.” 


Mr. Carson said that the Na-| In addition to the tax issue, | 
tional Tax Equality Association | Mr. Carson said that, “by innu-| 
had distributed advance informa-| endo,” Mr. 


operative practice, “if followed to 
its logical conclusion,” will result 
in “all business being run on gov- 
ernment capital.” 

His charges were echoed by the 
Potomac Cooperative Federation, 
which has asked FTC to broaden 
the question to include the Mazor 
Furniture Company. 


Charges Unfair Competition 


The federation said it believes 
the Mazor company, in sponsoring 
these broadcasts, had “unknow- 
ingly engaged in unfair competi- 
tion and defamation of coopera- 
tive competitors in the Potomac 
area.” It said it had written Mazor 
pointing out the nature of the 
broadcasts with which its name 
was being associated. 

The Mazor company, which 
sponsored Lewis three nights 
weekly over Mutual outlet WOL, 


pany, 


‘tion of the FTC Act. 
“Surely Congress did not intend | 
| to authorize FTC to foreclose ex- 


Lewis charged that | pression of honest opinion in the 
consumer purchasing cooperatives | course of one’s business of voicing 
“are intent on changing our form | opinion. The same opinion, how- 
of government,” and that the co-/| ever, may become material to the 


jurisdiction of FTC and enjoin- 
able by it if, wanting in proof or 
basis of fact, it is utilized in the 
trade to mislead or deceive the 
public or to harm a competitor.” 

To emphasize this, the courts 


aimed at the Perma-Maid Com- | 
a distributor of stainless | 
steel utensils, who used Mr. 


Force’s pamphlets as sales argu- 
ments. 


Form Copy Service 


Advertising Copy Service Com- 
pany has been formed by John H. 
Porter, formerly account execu- 
tive of Abbott Kimball Company, 
and Louis Kraus, formerly on the 
copy staffs of Joseph Katz Com- 
pany, Grey Advertising and Ab- 
bott Kimball Company. Offices 


are located at 41 W. 53rd St., 
New York. 


have sustained a companion order | 
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Airline Routes 
Need Extensive 
Revision: Smith 


Cuicaco — Air passenger far: s. 
now four and a half cents a mie. 
will probably go up a bit, but not 
to the five and a quarter cents per 
mile rate of 1942, according to 
C. R. Smith, chairman of the board 
of American Airlines, Inc. 

Speaking before the Executives 
Club here, Mr. Smith blamed jil- 
logical air routes for much of the 
airlines’ present financial prob- 
lems. Both airlines and the govy- 
ernment, he said, are responsible 
for much wasteful competition and 
poor groupings of routes. He called 
the Civil Aeronautics Act a “good 
law.” 

“It may be required, probably 
will be,” he asserted, “that some 
of the air routes be re-grouped. 
That might come about by merg- 
ers, by purchase and sale of spe- 
cific routes or even by interchange 
of routes between companies.” 

With clearer definition of policy, 
he said, “commercial banks would 
lend the air lines requiring funds 
an amount sufficient to tide them 
over for the necessary period. If 
ithe commercial banks cannot as- 
‘sume that responsibility, we should 
‘favor the Reconstruction Finance 
| Corporation’s extending short term 
credit.” 


‘GM Promotes Three 


P. H. Brennan, commercial sales 
|manager, has been appointed sales 
| manager of the direct factory sales 
| division of the Frigidaire division, 
General Motors Corporation, Day- 
ton. W. F. Switzer, manager of 
marketing research, has been 
named manager of commercial 
sales, succeeding Mr. Brennan, and 
L. W. Smith, assistant marketing 
research manager, has been ap- 
pointed marketing research man- 
ager, replacing Mr. Switzer. 


WBSR Names Agent 


WBSR, Pensacola, Fla., which 
went on ‘the air last September as 
|an ABC affiliate, has appointed 
Radio Advertising Company, New 
York, as its national sales repre- 
sentative. 


Joins Byer & Bowman 


Gerry Hall, formerly with the 
|Los Angeles office of McCann- 
| Erickson, has joined the produc- 
tion department of Byer & Bow- 
man Advertising Agency, Colum- 
bus, O. 


Ups Broadcast Hours 


WGNB, Chicago FM station, has 
increased the number of operating 
hours to 12 hours daily, from 11 


a.m. to 11 p.m. 


NOV.-DEC. 1946. . 
NOV.-DEC. 1945.. 


NOV.-DEC. 1946. . 
NOV.-DEC. 1945. . 


EVENING, 6 P.M. 


NOV.-DEC. 1946. . 
NOV.-DEC. 1945.. 


22,188 PRESIDENTS 
TOTAL: 72,583 
DUN’'S REVIEW 


NOV.-DEC. 1945.. 


Pt LN ES: 
nae ee 


NOV.-DEC. 1946. . 


MORNING, 8 A.M. - 12 NOON, MON.-FRI. 


AFTERNOON, 12 NOON-6 P.M., MON.-FRI. 


- 10 P.M., SUN.-SAT. 


SUNDAY AFTERNOON, 12 NOON -6 P.M. 


“KRNT Hoopers Continue 


PLANNED PROGRAMMING AND AUDIENCE PROMOTION CONTINUE TO 
REWARD KRNT AND yoU WITH THESE RESULTS. CHECK THEM CAREFULLY. 


HOOPER STATION LISTENING INDEX 


DES MOINES CITY ZONE 


KRNT STA.B STA.C 
48.1 16.4 28.4 
46.6 24.2 26.2 


KRNT STA.B STA.C 
36.3 19.4 40.8 
27.7 21.8 47.8 


KRNT STA.B STA. C 
26.7 25.9 46.4 


Represented 
21.1 29.0 49.0 


KRNT STA.B STA.C 
34.5 25.7 37.4 
35.1 25.0 35.5 


sh ee ey ee OE Ea 


ra OG > [very 


=. tw — oe ee ‘T= . ie tei Ve 


NOV.-DEC. 1946. 
NOV.-DEC. 1945.. 


TOTAL RATED TIME PERIODS 


NOV.-DEC. 1946. 
NOV.-DEC. 1945.. 


Buy Listeners-Buy Customers-Buy KRNT 


KR NT. DES MOINES 


Ke Coules Station 


KRNT is available with WNAX and WMT as the Mid-States Group. Ask the Katz ind for Rates. 


vp-UP-UP 


SATURDAY DAYTIME ... 8 A.M.-6 P.M. 


KRNT STA.B STA.C 
. 30.8 28.2 34.7 
26.8 25.8 40.5 


KRNT STA.B STA. C 
. 32.7 233 41.1 
27.5 26.1 44.1 


by the Katz Agency 
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Gold Medal Award — 
Given to Butler; 
)thers Honored 


New YorK—Ralph Starr Butler, 
ice-president in charge of cor-| 
jorate relations and_ research, 
General Foods Corporation, was 
»resented with the gold medal) 
yard for “distinguished services 

advertising” as a climax to 

presentation of the Annual Ad- 
ertising Awards for 1946 here 
March 7. 

Other individual medal winners 
nnounced at the _ presentation 
iinner, conducted at the Waldorf- 
Astoria, included Edgar Kobak, 
president, Mutual Broadcasting 
System, for his “contributions to | 
the knowledge and technique of | 
radio advertising,” and Dr. Allen | 
B. DuMont, president of Allen B. | 


DuMont Laboratories, Inc., for his| Company and Campbell - Ewald Publishing Company 


“contributions to the advancement | 
of television as a new service to | 
the public and as a new medium | 
of advertising.” 

More than 800 advertising cam-| 
paigns were submitted to the jury | 
—the largest group in the history | 
of the awards—for the 1946 com- | 
petition. Fourteen bronze medals | 
and 18 honorable mention certifi- | 
cates were awarded for entries in 
14 classifications. The annual) 
awards, founded by Edward Bok 
in 1924 and administered by the | 
Harvard School of Business until | 
1930, were revived in 1935 by| 
Advertising & Selling. 


Honor Art Directors 


In addition to the regular) 
awards, a special silver medal was 
presented to the Art Directors 
Club of New York for 25 years | 
of outstanding service to adver- | 
tising. 

The 1946 awards also inciuded: | 

Advertising As A Social Force: 
3ronze medal to H. J. Heinz Com- | 
pany and Maxon, Inc.; honorable | 
mentions to the Studebaker Cor- | 
poration and Roche, Williams & | 
Cleary, and the Minnesota Fed- | 
eration of Labor and Melamed- | 
Hobbs, Inc. 


Advertising Appearing in Na- | 
ional Magazines: Bronze medal to 
*lymouth Motor Corporation and | 
.. W. Ayer & Son; honorable men- | 
ions to Ethyl Corporation and | 
3atten, Barton, Durstine & Os- | 
sorn, and Pepsi-Cola Company | 
ind Newell-Emmett Co. 
Advertising Appearing in News- | 
apers Nationally: Bronze medal | 
0 Sherwin - Williams Company | 
ind Newell-Emmett 


nd Pepsodent Division and Foote, 


Advertising Appearing in News- 
apers Locally: Bronze medal to 
ionorable mentions to Lord & 


store, Milwaukee. 
Association Advertising: Bronze 
nedal to American Meat Institute 
2nd Leo Burnett Company; hon- 
able mentions to the Mutual 
vings Bank of Fall River, Mass., 
end Batten, Barton, Durstine & 
born, and Florida State Adver- 
ing Commission and Allied Ad- 
rtising Agencies of Florida. 
Excellence of Visual Presenta- 
m (art, layout and typography): 
‘onze medal to the New York 
mes; honorable mentions to 
Valtham Watch Company and 
W. Ayer & Son, and Container 
rporation of America and Ayer. 
Excellence of Text: Bronze 
f.edal to Chesapeake & Ohio Rail- 
1y Company and Kenyon & Eck- 
rdt; honorable mentions to Sim- 
ns Company and Young & Rubi- 
m, and Community Chests of 
America and Batten, Barton, Dur- 


—a 


Company; | 
1\onorable mentions to Swift & | 
‘o. and Needham, Louis & Brorby, | 


“one & Belding. | 


aks Fifth Avenue, New York; | 


‘aylor, New York, and the Boston 


Ralph S. Butler 


Edgar Kobak 


Dr. Allen DuMont 


stine & Osborn. 
Radio Awards 


| Company for the New York Phil- 
(including Mr.| harmonic - Symphony broadcasts, 


Kobak): Outstanding skill in com- and Thomas J. Lipton, Inc. and 


mercial program 
Bronze medal to Standard Brands, 
Inc. and J. Walter Thompson Com- 
pany for the Fred Allen program; 
program 
to the advancement of radio ad- 
vertising as a social force: Bronze 
medal to United States Rubber 


production: | Young & Rubicam, Inc. for a spe- 


cial program, 
On.” 
Research Awards: Non-promo- 


“Hunger Marches 


which contributes most| tional—research that is not de- 


'signed or used directly for the 
| promotion of any media, product 
/or service: Bronze medal to Curtis 
for “The 


Saturday Evening Post Aviation 
Survey”; honorable mentions to 
Crowell-Collier Publishing Com- 
pany for “Design for Motoring,” 
and Advertising Research Founda- 


{tion for “A Continuing Study of 


Transportation Advertising.” 
Promotional—research designed 
for the promotion of an advertis- 
ing medium or service: Bronze 
medal to National Comics Group 
for “Brand Preferences of Young 
America, Volume 2”; honorable 
mentions to Macfadden Publica- 


tions, Inc., for “The Household 
Appliance Market Today,” and 
Edward Stern & Co., Inc., for 


“Preferences in Industrial Litera- 
ture.” 


IASA Plans Convention 


The 45th annual convention of | 
the International Affiliation of | 
Sales and Advertising Clubs will 
be held in Windsor, Ont., May 
16-18. Three business panels on | 
the program will be conducted by | 
ADVERTISING AGE, Printers’ Ink 
and Marketing. Each will take one 
panel, the sessions covering all| 
phases of advertising, merchandis- | 
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ing and selling based on the theme 
“Back at Work.” 


Schering Promotes Two 

Dr. John N. McDonnell, director 
of domestic sales and promotion, 
has been appointed vice-president 
of Schering Corporation, Bloom- 
field, N. J., maker of chemothera- 
peutic and pharmaceutical prod- 
ucts for the medical profession. 
Herman W. Leitzow, assistant di- 
rector in charge of domestic sales, 
has been named domestic sales 
manager. 


oAdvcnising hag 


studio organized to 
lighten your advertis- 
ing, sales promotion, 
direct mail and house 
organ work, 


MAURICE C. 


SELLERS STUDIOS 


205 W. WACKER « CHICAGO 


| 
| 


| 
} 
| 


| 
| 


| 


THIS IS NEW YORK 


«+ where more people ride more taxicabs than anywhere 
else in the world. 30,000 drivers in over 10,000 hacks, one to 
every 750 persons, cruise the city’s myriad streets. They carry 
700,000 passengers over o million miles a day, burning 75,000 
gallons of gasoline in the process. A multi-million dollar busi- 
ness, New York's taxicab industry grossed over $70,000,000 in 
1945—the largest of any U. S. city. At present, the industry has 
10,000 new cabs on order, valued at approximately $16,000,000. 
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Forms Farm Company 


Graham-Paige Motors Corpora- | 


tion, Willow Run, Mich., has 


formed the Frazer Farm Equip-| 


ment Corporation to manufacture 
and market farm equipment, pre- 


from IDEAS Lo 
FINISHED PRODUCTS 


02 CONVENTION EXHIBITS | 


.. and TRADESHOWS _¥/ 
PNY BSI CAN) Aone veai278 


DISPLAY STUDIOS it9wo wets st cnicac 


| viously handled by a Graham-,contact and production head of, 
|Paige division. The new com- Len Wolf Studios, has rejoined As- | 
pany will be a wholly-owned sub- | sociated Advertising Agency, Los | 
sidiary of Graham-Paige. | Angeles, as art director. 


Flotill to Tullis Joins Rowe & Wyman 


Flotill Products, Inc., Los An- Carl H. Press, formerly copy- 
| geles, canner of fruits and vege-| writer of Chester C. Moreland 
tables, has placed its advertising |Company, Cincinnati, has joined 
with Tullis Company. Radio,| Rowe & Wyman Company, Cin- 


newspapers, outdoor spectaculars cinnati agency, in the same ca- | 


and magazines will be used. pacity. 
| eedaiinaed i taeae 
Schlemer Rejoins Agency Names Osborn, Scolaro 


Art Schlemer, who for the past The Buffalo Courier-Express has 
two years has been art director of | appointed Osborn, Scolaro, Meeker 
|Catalog Production Service and & Co. as its national representative. 


_ $0 we can put up a real building.’ 


“They are tearing down an 
almost new bank building here 
to make way for a $9,000,000 


but because is is just one more 
piece of evidence that those 
who have studied the Houston 


department store. That’s how 
anxious Houston is to move ahead 
and how sure it is of its future. Some- 
thing cf the boom proportions of its 
postwar growth is suggested in the 
fact that more than $400,000,000 
will be spent here within three years, 
if all goes well, in building con- 
struction.” — The Christian Science 
Monitor. 


The store referred to above is Foley 
Brothers’ ultra - modern building in 
the heart of Houston. (See Time, 
December 9, 1946, for “‘behind-the- 
scenes” details). Foley Brothers’ 
$9,000,000 building is important 
enough for us to bring to your atten- 
tion, not because it will be something 
new in department store buildings, 


The Houston 


market exhaustively are gear- 
ing their plans to sell a city which 
some say is destined to become fourth 
in size in the nation. 

To enter the South without provi- 
sion for selling Houston is like pro- 
ducing the play “Hamlet” without a 
Hamlet. One of the fastest-growing 
cities in the United States, Houston 
is already the metropolis of the South. 


SELL HOUSTON 
IN THE CHRONICLE 


The Houston Chronicle provides 
you with a single medium which 
reaches all corners and levels of this 
market with rare efficiency. For 34 
consecutive years The Chronicle has 
been first among Houston newspapers 
in advertising and circulation. 


vc ee 


Francis S. Murphy, publisher of the Hartford Times, has bee), Eq 
elected to the executive and advisory committee of the Connecticut 
chapter, Nat’l Aeronautics Ass’n, and Edward J. Brown, public - 
relations mgr. of the Hartford Courant, has been elected to the in | 
chapter’s public relations committee. . . 

Sigurd S. Larmon, Y&R, should have some interesting facts on 


Mexico for his agency when he returns to New York this week. * 

He’s been spending the past few weeks there studying industria] 

developments. . . ° 
Five members of the Advertisers’ Club of Cincinnati presented a C 


forum on “Opportunities 
in Advertising” Feb. 28 


ie N ’ 

for upper classmen in the a dima 
College of Business Ad- the | 
ministration, U. of Cin- Publi 
cinnati. They were Wil- ames 
liam K. Downing, ad mgr., . 
Globe - Wernicke; Karl - €a 
Finn, ad director, Times- i 
Star, and pres. of the ad- ‘ 
club; Frederick Kam- (Mar 
mann, v.p., Roy S. Dur- adver 
stine, Inc.; U. A. Latham, execu 
sales mgr., WKRC, and of the 
Asa L. Spencer, sales in wi 
prom. mgr., Rollman & male 
Sons Cor E. R. Collard, ad reade 
mgr., Crown Overall Mfg. items 
Co., acted as moderator. . . 96% R 
W. W. Coleman, board readil 
chairman of Bucyrus-Erie ments 
Co., South Milwaukee, has Inte 
been reelected to the Na- SALE 15 col 
tional Industrial Confer- Awe after | 
ence Board, of which he wyoOppER—Theodore L. Bates (right), presi- 1946 | 


has been a member sinc€ gent of Ted Bates Advertising, New York, 40 pay 
1927. W. C. Johnson, a wears a victor's smile as he exhibits, with his 32 ne 
v.p. of Allis-Chalmers, skipper, the 8-ft., 734-in. silver sailfish he § gener: 
Milwaukee, has been landed off the coast of West Palm Beach dur- displa 
elected to the board as a_ ing a recent Silver Sailfish Derby. His catch 9} matel: 
new member... was second largest ever landed in the derby. BF .qver 


John Shepard III, chair- M*- Bates had three days of fishing with two cian 

man of the board of the client-companions, Robert E. Healy, vice- 
president in charge of advertising of Colgate. f°" ™° 

Yankee Network, WAS Palmolive-Peet, and Cedric L. Seaman, vice- S1ze 
hres i a president of Continental Baking. inches 

oston cnapter o elu 
Thumpers of America at its second annual dinner Feb. 21. The F 
award was made in recognition of his contributions to radio over the Rese 
past 25 years... develec 


Newly elected vice-presidents of the Harrisburg Area Regional perims 
Planning Committee are Albert H. Stackpole, editor and publisher than | 
of the Harrisburg Telegraph, and Charles H. Morrison, president of the st 
the Patriot Co., publisher of the Patriot and Evening News... reader 

Katherine Rowell, ad mgr. of Marshall Field & Co., Chicago, and § numbe 
Edgar H. Craig, assistant to the merchandise mgr. of Field’s wom- § scribe; 


en’s apparel division, have been elected to Beta Gamma Sigma, § dividu 
honorary economics fraternity, at the University of Chicago. Both Jang j;; 
of them were graduated last year from the university’s executive | compo 
training program with Miss Rowell receiving highest honors in the | serjbe) 
class. .. ings tk 


Ad execs on the committee preparing the ’47 annual roster issue J ctock 
of The Adcrafter, publication of the Adcraft Club of Detroit, include The 
Clarence D. Blessed, pres. Walker & Co.; Donald Hight, v.p. Mc- ] aqyan, 
Cann-Erickson; Fred Black, dir. of advertising and public relations, | \j+ me 
Nash-Kelvinator, and Carl Georgi, D. P. Brother & Co. . . Chester elimin: 
Foust, account exec. for Hill Blackett & Co. in Chicago, has be- and (5 
come a.e. for himself. In Time, March 3, he ran a 52-line ad offer- J] ;,, rep 
lies, in 
of age 

Alth 
eral di 
issue | 


THE GREYS HAVE A PARTY—Two old-time vice-presidents of Grey Advertis- 

ing Agency, New York, sponsored this celebration of the election of the com- 

pany's four new vice-presidents. Left to right are Herbert D. Straus; William 

Bernbach; Edmond R. Richer; old-timers and hosts, Joseph Lorin and Bernard 
1. Brownhold, and Ned Boyle. 


ing his $50,000 5-passenger Beechcraft plane for sale. Reason: He’s 
bought a bigger plane... 

Louise C. Grace, dir. of media and research for Grant Advertis- 
ing, Detroit, was given a life membership—first ever bestowed—i! 
the Women’s Advertising Club of Detroit at its executives nigh! 


e KS The Houston Market is sold dinner Feb. 17. Miss Grace is a charter member of the club and 4 
ro mn s € t Sa Ce when your story is told past president; current pres. of Zonta; past sec’y of the AFA, and ff 
<a S Po “ ...in The Chronicle | was named Soroptimist woman of the year in 1945 for her work in ff 
\QYE= ee — organizing the Inter-Group Council for Women as Public Policy 
attach Ahetmaation Noes S i ae Makers. Presentation of the life membership was made by Florence 
satel \ GF, 4. BZ Ze * E. Cox, of Cox & Dunbarger Associates. . . 
es a = > = — WA Robert C. Barr, of the Chicago office of The Saturday Evening 


Post, will present the Curtis sound, color movie, “Magazine Magic, 
at the second meeting, this month, of the AFA’s new club baby 
the Madison Adclub. President of the group is William Scrivnet 
of the Wisconsin State Journal. . . George Moskovics, commerci2 
mgr. of WCBS-TV, New York, told a recent session of Benton & 
Bowles on-the-job trainees about “Developments in Television.” 


HOUSTON’S LEADING NEWSPAPER FOR 34 YEARS 
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Farm Paper Ads 
Equal ‘Editorial’ 
in Readership 


‘Ohio Farmer’ Report 
of ARF Launches 


Continuing Study 


New YorK—The Advertising Re- 
search Foundation’s first report in 
the Continuing Study of Farm 
Publications bears out the thesis 
that advertising is read just about 
as eagerly as editorial material in 
any given publication. 

The Foundation issued today 
(March 10) to 2,500 advertiser, 
advertising agency and publisher 
executives its readership survey 
of the twice-monthly Ohio Farmer, 
in which it reports that 99% of 
male readers and 98% of female 
readers read one or more editorial 
items in the measured issue, with 
96% of men and 93% of women 
reading one or more advertise- | 
ments. 

Interviewing was conducted in 
15 counties of Ohio 9 to 12 days | 
after publication of the Oct. 5, 
1946 issue which contained in its | 
40 pages 14 editorial departments, | 
32 news articles, 22 features, 100 | 
general display advertisements, 42 | 
display classified ads, and approxi- | 
mately six columns of classified | 
advertising. This issue had a three- | 
color cover and 19 pages with one | 
or more extra colors. Printed page | 
size Was approximately 9x14 | 
inches. 


Follows Lengthy Testing 


Research techniques used were 
developed during two years of ex- 
perimental work which cost more 
than $40,000. As now designed, 
the study reports the number of 
readers per subscriber family, 
number of readers among all sub- 
scriber families, readership of in- 
dividual items and advertisements, 
and in addition determines the 
composition and education of sub- 
scriber families, number of build- 
ings they have, farm acreage, live- 
stock, poultry and crops. 

The study employs two major 
advancements: (1) a qualifying 
kit method of interviewing which 
eliminates inflated reading claims 
and (2) a survey sample designed 
to represent all subscribing fami- 
lies, including all persons 12 years 
of age and over. 

Although only 18 of the 100 gen- 
eral display advertisements of the 
issue contained color, the men’s 


* 


's Coming in the FARMA 


, Plan Sheed with “FARMALL” od 
Leok to INTERNATIONAL HARVESTER 


| 
| 
BEST READ—This International Har- | 
vester ad, on Page 3, was the best read | 


ad in the Ohio Farmer study. 


s'ist of 10 favorites had an equal | 


number of color and black-and- 
white ads, and four color adver- | 
Usements held positions on the 
women’s 10 best-read list, the | 
foundation reports. Nine of the 10 | 


. most popular advertisements | 


i 


READING PATTERN—Page-by-page reading of the Oct. 5, 1946, issue of Ohio Farmer. Page 6, where female reading 
drops, is the editorial page. Pages 20 and 21, where male reading falls, are women's pages. Page 30, which hits a peak 
for both men and women, is the beginning of the classified department, and also carries the issue's only comic strip. 


among men also were among those 
on the women’s honor roll. 


IH Ad Tops Both 


Highest scoring ad in the issue, 
and first on both men’s and wom- 
en’s lists, was a full-page, black- 
and-white insertion of the Inter- 
national Harvester Company which 
reported on 1947 production of 
farm equipment and pictured a 


Farmall tractor in a harvest field. 
This Page 3 ad attracted 75% of 
men and 67% of women. 

In second place with both sexes 
was a black-and-white Chevrolet 
page, with almost two-thirds of 
the page devoted to a picture of a 
Chevrolet sedan speeding along a 
country highway. Sixty-six per 
cent of men and 56% of women 
saw this ad. 


In third place on the men’s list 
was a full page of institutional ad- | 
vertising by Swift (63% and only 
1% lower than the men’s score 
for the adjacent editorial page). 
Fourth place among men went to a 
back-cover Ohio Oil Company ad 
(61% and highest-scoring color ad 


| 


in the issue); with fifth place cap- 
tured by a black-and-green John | 
Deere ad, picturing a tractor at-| 


65 


tachment named Powr-Trol 
(49%). The Deere ad placed 10th 
on the women’s list, with 23% 
readership. 


Read Back Cover, Too 


Third highest-read ad among 
women was the Ohio Oil cover 
(47%); fourth was the Swift page 
(44%); and fifth was a _ three- 
quarter page Heinz ad for Swerl 
washing powder (38%). The 
Swerl ad placed 21st on the men’s 
list, with only 14% readership. 

Considering all types of editorial 
content, readership of women ran 
slightly higher than that of men, 
primarily due to high readership 
of the women’s department and 
the religious column. The 10 best- 


STOP sending bulky DISPL 


to Chicago conventions. Simply send 
blowups, photos, etc., by mail. We will 
mount, cut out, etc., and install complete 
display in your booth within 24 to 36 hrs. 


Fred Mees, Bindery, 20.8005 57. 


his és Loledo 
...home of Hillotson ... ‘the carburetor of today” 


...and this is the TOLEDO BLADE 


The history of Tillotson and the other fine Toledo 
industries, 555 in all, is one of steady progress 
geared to changing needs while adhering to funda- 
mental principles of quality production . . . Such, 
too, is the history of The Blade. A long history 
of more than a century—a history of constant 


MEMBER OF 
AMERICAN 
NEWSPAPER 
ADVERTISING 
NETWORK 


Established in 1914, The Tillotson Manu- 
facturing Company has been importantly 
associated for 33 years with the growth 
of the automotive industry. Tillotson 
Carburetors have been continuously used 
by leading manufacturers of automobiles, 
trucks, tractors, marine engines, and in- 
dustrial machinery of many kinds... 
Tillotson Replacement Carburetors are 


research 


adherence to fundamentally sound and construc- 
.. keyed always to the changing 
needs of the great community it serves. A com- 
munity which has given The Blade such loyal and 
interested readership as any newspaper might 


tive journalism . 


well be proud to enjoy. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 


all newly designed to take advantage of 
today’s improved motor fuels, and to pro- 
duce maximum power, performance and 
economy according to standards of today. 
Developed through years of engineering 
in laboratories with modern 
special equipment, Tillotson is well en- 
titled to the name which it enjoys, “The 
Carburetor of Today.” 


Write for folder 
“They're Betting 
$100,000,000 
on Toledo.” 
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66 
read items for women averaged 
59% while the top-i9 among 


men averaged 53%. 

Men and women displayed great 
similarity in readership of news 
and features, with all news articles 
on the men’s best-read list also 
found among most popular items 
of women readers. Nine of the 10 
best-read features of men and 
women were the same. Pictures 
obtained the highest scores of all 
types of content. The single item 
read by the greatest number of 
men and women was “Hustling 
Paw Tucker,” a four-panel car- 
toon at the bottom of a classified 
advertising page, read by 79% of 
men and 86% of women. 


Totals 308,000 Readers 


The study reported that the 
Ohio Farmer, with 152,463 circula- 
tion, had a total of 468,000 persons 
12 years of age and over among 
its subscriber families. Of this 
total, 248,000 were males and 220,- 
000 were females. Qualified read- 
ers among subscriber families to- 
taled 308,000, split evenly for each 
sex. Approximately two-thirds of 
the readers were found to be 30 
years of age and over. 

The foundation (sponsored by 
the Association of National Adver- 
tisers and the American Associa- 
tion of Advertising Agencies) is 
conducting the Continuing Study 
of Farm Publications in coopera- 
tion with the Agricultural Pub- 
lishers Association. All costs are 
defrayed by the APA. Study No. 
2, a report on the Jan. 16, 1947 
issue of the Washington Farmer, 
will be published soon. Four farm 
publications will be examined dur- 
ing the project’s first year of op- 
eration. 


Infra Roast Formed 


Infra Roast, Inc., has _ been 
formed at 84 State St., Boston, for 
the manufacture of an electronic 
coffee roaster designed for use in 
retail outlets. August S. Torres, 
inventor of the roasting machine, 
is president. 


Third Studebaker, 
‘Land Cruiser,’ 


Makes Bow in Ads 


(Picture on Page 69) 

SoutH BENp, INnp. — Studebaker 
Corporation’s “third postwar motor 
car creation,” the Land Cruiser, 
is being introduced to the public 
in an extensive list of national 
magazines and newspapers, with 
copy in the dailies timed to coin- 
cide with the delivery of show- 
room models to dealers. 

The company has_ scheduled 
four-color pages in Business Week, 
Collier’s, Life, Newsweek, The 
Saturday Evening Post and Time. 
It will run 900, 560, 420 and 300- 
line black-and-white copy in 1,700 


newspapers of 1,500 leading mar- | 
A broad list of automotive | 
trade publications will be used to) 


kets. 


tell dealers of the third postwar 
Studebaker. 

The Land Cruiser, with a 
greater exterior length than the 


de luxe Commander announced 


last fall, features “black light” in- 
strument dial illumination and 
self-adjusting brakes, first an- 
nounced for the 1947 Studebaker 
Champion last June. Automatic 
over-drive and Climatizer heating 
and ventilating are offered as op- 
tional equipment. 


Marketing surveys indicate that 


Studebaker’s 1947 cars have built 
a consumer demand that increased 
its potential share of the nation’s 
annual motor car output, officials 
say. The company has strength- 
ened its dealer organization and 
improved production facilities in 
order to cash in on the oppor- 
tunity. 

Roche, Williams & Cleary, Chi- 


| cago, handles the account. 


Lurz Joins Mihic 

Doris Lurz has joined the art 
staff of Hubert L. Mihic & Co., 
New York agency, to specialize in 
design and lettering. 


Write for sample copies 


A Proven Service — 


NOW REINSTATED! 


A highly valuable service before the war — suspended 


during the war—now reinstated as an added service to 
national advertisers. Three editions — FOOD —- DRUGS - 
LIQUOR. Distributed every month to all retail outlets in 


and around Fort Wayne. Want to see a copy? Write for it. 


‘The News-Sentinel | 


iat Wayne's “Good Evening” Newspaper 
FORT WAYNE, Bintan: ™ 


REPRESENTATIVES 


ALLEN-KLAPP CO. 


e NEW YORK—CHICAGO—DETROIT 
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is really, new. 


THE NEWEST 


CHEVROLET 


Yes, its y your 


MLOWEST- PRICED CA 


‘and LOWEST-PRICED 
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| STEP UP CAMPAIGNS—With harder selling copy than any since prewar promotion, car makers are boosting national 
advertising efforts in newspapers throughout the country. These large-size appeals, appearing in dailies last week, stress 


FM Sets Coming 
Soon in Quantity, 
Bailey Declares 


| OKLAHOMA City —Bill Bailey, 
| executive director of the Fre- 
| quency Modulation Association, re- 
ported Sunday (March 2) that 
'“progressive’”” manufacturers ex- 
pect to produce table model FM 
sets “in quantity” by early sum- 
mer. 

Mr. Bailey told broadcasters at 


| Patterson Elected 
by Carolinas Ad Execs 


C. W. Patterson Jr., advertising 
manager of the Enterprise, High 
Point, N. C., was elected president | 
of the Carolinas Advertising Ex-| 
ecutives Association at its annual, 
meeting held in Winston-Salem 
Feb. 28-29. 

Other officers elected are Lee 
Rickard, Independent-Tribune and 
Mail, Anderson, S. C., first vice- | 
president; Rex Freeman, Winston- | 
Salem Journal and Sentinel, sec- 
ond vice-president, and John! 


the annual University of Okla- 
homa conference on 
ming to Meet Current Needs” 


promotion is held up for another | 
year as some manufacturers are} 
suggesting. 

As for dealer relations, Mr. 
Bailey saw a $300,000,000 business 
in sets and transmitters in 1947. 
‘Does it seem reasonable that any 
hard-headed business man is going 
to turn down his share of that 
melon?” he asked. 

He said FM should be sold “as 
a better mousetrap” , particularly | 


ropolitan centers who have trouble 
with natural or man-made static. 


Avoid ‘High Fidelity’ 


Avoid talk about “high fidelity,” 
he urged. “Otherwise, you scare 
the average man in the street to 
death. 

“Hillbilly, daytime serials, jive, 
newscasts and plain talk sound so 
much better on FM than they do 


a comparative demonstration, he’s 
sold. 


on this simple fact: in FM you} 


ception.” 


Joins Donahue & Coe 


as Copy Vice-President 


Howard W. Newton, for eight 
years vice-president and copy di- 
rector of J. M. Mathes, New York, 
has resigned to join Donahue & 
Coe, New York, in the same ca- 
pacity. 

Mr. 


Newton was formerly with 


cam, and Lennen & Mitchell. He 
has received citations for his 
| Eveready flashlight battery and 


| Sanka coffee campaigns. 


“Program- | 


A 
that “FM would miss the train” od _ Joins Basford 


to people in storm areas and met- | 


on AM that once the listener gets | 


“Night and day, hammer away | 
get noise-free, staticless radio re- | 


| as tow as #6 acu! 


Cardisplays are currently used by over 100 car- 
card advertisers. Their low price permits their 
generous use. Do a complete job. No car card 
campaign is complete without Cardisplay! 


McCann-Erickson, Young & Rubi- | 


Roberts Jr., Observer, Fayette- 
| ville, N. C., secretary-treasurer. 


Gordon G. Agnew Jr., formerly 
with American Locomotive Com- 
pany and James O. Peck Company, 
has joined the market research di- 
vision of G. M. Basford Company, 
| New York advertising agency. 


Whillock Appointed 


Queen City Broadcasting Com- 
pany, Seattle, has appointed Mayor 
Westerman Whillock of Boise, 
Ida., as vice-president of the com- 
pany, and general manager of Sta- 
tion KDSH, 1,000-watt CBS affil- 


'iate scheduled to begin broadcast- 


ing operations in Boise about April 
1. The Queen City company, which 
operates KIRO, Seattle, and has 
an interest in KFPY, Spokane, will 
transfer its properties in Idaho to 
the recently organized Boise Val- 
ley Broadcasters, Inc., with Mayor 
Whillock as executive head, as 
soon as KDSH is in operation. 


‘Mechanix’ Moves 


Fawcett Publications, New York, 
has moved editorial and advertis- 
ing offices of Mechanix Illustrated 
|from 347 and 295 Madison Ave., 
| respectively, to the Fawcett Pub- 
lications building at 67 W. 44th St. 
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Newsprint Rations 
Sought Again as 
Hearing Starts 


(Continued from Page 1) 


press of America to be strangled 
by any other means. We dare not 
permit it to be strangled by the 
lack of newsprint,” he said. 


Says ‘Black Market’ Small 


Attention turned immediately to 
the “black market” as various wit- 
nesses reported paper available at 
prices up to $250 a ton, but one 
witness for the National Editorial 
Association, Charles E. Moreau, 
publisher of five New Jersey 
weeklies, assured that the black 
market is “small and not impor- 
tant.” 

Mr. Moreau complained that 
jobbers who supply small publica- 
tions had not shared in the 23% 
increase of newsprint production 
in 1946. While jobbers were held 
to 1945 quotas, 90% of the output 
of the mills went directly under 
contract to big newspapers, he 
said. 

The NEA proposals, outlined by 
Mr. Moreau, called for a “volun- 
tary board” including ANPA, 
NEA, a jobber representative, a 
mill representative and a repre- 
sentative of the Department of 
Commerce. 

Its purpose would be “to assure 
the availability and flow of at 
least 2% of the entire newsprint 
supply of this year and 1948 to 
weekly newspapers of general cir- 
culation; 11% to small dailies 
which used less than 300 tons in 
1945; a reasonable percentage for 
new newspapers to be established; 
and a reasonable percentage for 
the specifically financial, trade, 
legal, racial, religious and foreign 
language weekly newspapers.” 


Would Freeze Circulation 


Mr. Moreau also suggested that 
publishers freeze circulation at 
March 29, 1947, levels and pledge 
not to pay more than prevailing 
market prices for newsprint. He 
felt mills and jobbers should re- 
strict sale and distribution of 
newsprint to its historical use. 

After several witnesses recited 
instances of “black market” offers, 
Sen. Capehart endorsed NEA’s 
proposal for an investigation of 
discrimination in the sale of news- 
print. 

“Some of these fellows act as 
if they never heard of the Rob- 
inson-Patman Act,” the Senator 
commented. 

Earlier Ed M. Anderson, chair- 
man of the NEA’s legislative and 
newsprint committee, and former 
member of the WPB newspaper 
industry advisory committee, ad- 
mitted that ANPA had made good 
on its promise to see that small 
papers had enough newsprint to 
meet their normal needs, but com- 
plained that small papers did not 
get their share of additional pro- 
duction in 1946. 


Other Hearings to Come 


Eventually the committee is to| 


call jobbers and brokers who have 
been reported selling paper sub- 


Stantially above market prices. | 


Later this week it is to hear gov- 
ernment officials report on news- 
print possibilities in Alaska. On 
Friday, it has scheduled Morris L. 


will stay up. 

Mr. Wright, the CIO spokesman, 
called for government controls to 
end the “enormous and ostenta- 
tious” use of paper by the com- 
mercial press. “With more paper, 
the situation is worse than during 
the war because the supply has 
been cut loose to be hogged by 
commercial users,” he said. 


Says Small Amount Involved 


He questioned whether anything 
could be achieved “by running 
down a black marketer with a few 
hundred tons” but agreed that 
“only an infinitesimal amount’’ is 
required to overcome the crisis of 
small publishers. 

For 250 CIO publications, 100,- 
000 tons would suffice. According 
to NEA, 60,000 tons—the output of 
one newsprint machine — would 
cover the needs of weekly news- 
papers. 

Mr. Wright claimed that “print- 
ers have been very fair in allocat- 
ing paper” but because of the 
shortage, many CIO papers are in 


culation—and demand for paper— | 


grave danger. His own 
Electrical Workers News,” its sup- 
ply cut off by the St. Lawrence 
Paper Company, Quebec, faces 
suspension. 

The Rev. John S. Randall re- 
ported that 63% of the members 
of the Catholic Press Association 
“have been adversely affected by 
the present shortage of paper.” 


Warns of Regulation 


“We believe that publishers, if 
they take a sober, long-range view, 
can arrange just distribution vol- 
untarily,” he said. “It is such a 
serious problem, I believe, that if 
it is not settled voluntarily, it may 
sooner or later have to be solved 
by regulation.” 

H. H. Riemer of the Watch- 
tower Bible and Tract Society told 
how the St. Lawrence Paper Com- 
pany had ended an l1l-year con- 
tract in order to take additional 
newspaper accounts after Time 
and Life purchased a paper mill 
at Buckport, Me. 


“Our whole development of 60) in two classifications—vases and 
years standing will crumble unless | console sets or figurines. 


“United | 


we find a supply within three 
weeks,” he told the committee. “I| 
am not criticizing advertising, but 
we face a ‘dire, calamitous situa- 
tion’ and are ‘stifled to death for 
lack of 1,500 tons of paper,’ while 
newspapers carry ‘prodigious ad- 
vertising’ for French perfumes, 
mink coats and the battle royal 
over ballpoint pens.” 

At one point, the CIO spokes- 
man referred to an 80-page New 
York Herald Tribune supplement | 
“using 780 rolls weighing 1,200) 
pounds each.” 


Another witness | 
claimed the New York Times 
Magazine section each week used 
enough paper to supply his pub- 
lications for four years. 


Opens Pottery Contest 


Haeger Potteries, Inc., Dundee, 
Ill., is offering a total of $2,000 in 
prizes for pottery designs best 
suited to large-scale production. 
The Haeger awards, sponsored as 
part of the company’s 75th anni- 
versary celebration, will be made 
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Opens PR Office 


Howard R. Smith, formerly di- 
rector of the public relations di- 
vision of Trade Development Cor- 
poration (now Swaney, Drake & 
Bement), Chicago, has established 
his own public relations firm, 
Howard R. Smith & Associates, 
with offices at 343 S. Dearborn 
St. John Paul Andrews, at one 
time public relations director of 
Chicago & Southern Airlines, has 


joined the new company. 
( PHOT 0$ 5: 


Unsurpassed in 8° « 10" 
al PQvality at any Price: “he 
ia NO_NEGATIVE CHARGE—NO EXTRAS OF ANY KIND Bs. 

* $6.73 per 100 MOUNTED 
$55.00 per 1000 ENLARGEMENTS 
30° 40° $3.85 EA. 


20° x30" $2.50 EA. 


POST CARDS or 4°x5's 
522.00 per 1000 Lots 
24 HOUR SERVICE ON REQUEST 

Made in tabs and studios of internationally- 


i. famous photographer, James J. Kriegsmann. 4 


165 West 46th St. 4 
RT dhyant 9-1723 NY 
aphersr 


WHAT WE ADVERTISE” 


Post-Gazette’s 
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mentioned in Sen. James Murray’s 


recent report on the competitive | 


status of newspapers. 
Sen. Kenneth Wherry (R., Neb.), 


» turned the questioning into cap- 


recommendations | 


ital requirements for new mills. | 


The committee was told that mills, 
remembering depression days, are 
not convinced that newspaper cir- 
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own sales operation in this area and you'll 
see that they parallel each other, as well 
as the market's sales potential! Neither 
confines itself to the central city, but 
spreads out into the surrounding area, 
where two million of the market’s three 
million people, live and buy. Yes, in Pitts- 
burgh you can route your advertising as 
you route your salesmen if you... 
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No manufacturer would advertise in Po- 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


‘OLD PROF’ AMUSES 'EM—Kay Kyser (third from left), feted at an NBC luncheon in New York recently, unreels some of 
his “old professor" humor for an amused group. Left to right: Philip D. Porterfield, NBC sales account executive; William 
L. Musser, account executive of Ted Bates, Inc., agency for the Kyser show; Mr. Kyser; Theodore L. Bates, head of the 
Bates agency; Thomas F. Harrington, vice-president in charge of radio for Bates, and C. L. Menser, NBC vice-president in 
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THIRD LINE—This four-color magazine page is introducing Studebaker Corp.'s 


charge of programs, who was host. Kay Kyser's sponsor is Colgate-Palmolive-Peet. 


REXALL WINS MERIT—Rexall Drug Co.'s point-of-sale cutout on prescription 

control, holding the center of the scene here, won a certificate of merit in the 

West Coast advertising art show sponsored by the Art Directors Club of Los 

Angeles. Admiring it are (left to right) Kai Jorgensen, president of the Art 

Directors Club; Roland L. Baum, Rexall art director, and Thomas H. Lane, sales 
promotion and advertising director of Rexall. 


§ 
GOOD. 


USES SHORT SALES STORY—Outdoor advertising forms a big segment of 

the 1947 promotion of Sunshine Biscuits, Inc., for Krispy crackers, Hi-Ho and 

Cheer-It cheese crackers. Magazines, newspapers, trade publications and radio 

spots also are being used, with merchandising tie-ins and displays provided 
for dealers. 


‘MALL ‘TREASURE'—Sentinel Radio 

orp., Evanston, Ill., is going into pro- 

juction on what it calls the “tiniest ra- 

‘10 yet offered,” the 5-tube "Treasure 

chest.” The set measures 4x4x8 inches, 

ind is earmarked for 100,000 produc- 
tion this year. 


third “postwar creation,” the Land Cruiser. Newspapers and business papers 
also will carry the campaign. (Story on Page 66.) 


_ aia we nai i wie 


ART DIRECTORS SIFT ENTRIES—Judges are shown here at work on some of the thousands of entries submitted to the 
New York Art Directors Club's 26th annual exhibition of advertising and editorial art. Upper left: Frank Hoctor, Kelly, Nason, 
Inc.; Souren Ermoyan, Kudner Agency; Ralph Seberhagen, Benton & Bowles, and Roy Tillotson, Union Carbide & Carbon. 
Upper right: Mark Seelen, Editorial Advertising; William Adriance, Brooke, Smith, French & Dorrance; Winifred Karn, execu- 
tive secretary, Art Directors Club, and Juke Goodman, art director, Saks Fifth Avenue and chairman of the exhibit committee. 
Lower left: Charles Faldi, Benton & Bowles; Herbert Noxon and Ed Graham, both of McCann-Erickson. Lower right: John 
Jamison, J. M. Mathes, Inc.; Mr. Goodman; Edmund Smith, J. Walter Thompson; Walter Grotz, Marschalk & Pratt, and 
James D. Herbert and Bradbury Thompson of Mademoiselle. 


AT HOME BUILDERS’ PARTY—Guests welcomed by American Home at its annual Chicago party in connection with the home builders’ show included [left to right) 
L. M. Krautter, Henri, Hurst & McDonald; Gates Ferguson, advertising manager, Celotex Corp.; Mrs. Ray Bolger, wife of the musical comedy star; Warren Agry, 
advertising director, American Home; and Mr. Bolger; (standing) Wm. Dasheff, Buchanan & Co., New York; David F. Beard, advertising manager, Reynolds Metals 
Co. aluminum division, Louisville; Edith Ramsey, equipment editor of American Home; Bernard Capehart, National Publicists, New York; and D. S. Osler, D. Brown 


Co., Ozone Park, L. |., distributor. 
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Buys ‘Vancouver Sun’ 


The Machinists’ Union Local 
1374 and the Painters’ Union Local 
360 have sold the Sun, Vancouver, 
Wash., to Sheldon F. Sackett, pub- 
lisher of the Times, Coos Bay, 
Ore., and owner of Stations 
KROW, Oakland, Cal., KOOS, 
Coos Bay, and KVAN, Vancouver. 
Short & Baum Advertising Agency, 
Portland, Ore., has been appointed 
to handle the advertising for the 
Sackett newspapers and radio sta- 
tions. 


Readership 


Dairy Association 
Plans $5,000,000 
3-Year Campaign 


(Continued from Page 1) 


members that national magazines 
will carry more than 320,000,000 
impressions of ADA ads on various 
dairy products, three times as 
many as in 1946-47. 

A plurality of the insertions, 
Mr. Richards said, will be on 
butter, which he called by far 
the most important dairy product 
from the industry point of view. 
ADA plans call for eight times 


|more ads next year on cheese as 


this year, and it will again adver- 
tise cream. 


Reports High Readership 


Ray Mithun, president of Camp- 
bell-Mithun, Minneapolis and Chi- 
cago, asserted that all magazine 


ads prepared by the agency for 
ADA in the past six years have 
had higher readership than the 
average reported in Starch sur- 
veys. The association’s full-color 
spread on cheese and fruit in the 
Oct. 26 Saturday Evening Post, 
he said, resulted in $625,000 worth 
of “editorial cooperation.” 

In a 125-foot accordion presen- 
tation, he showed that many fruit 
distributors, cheese manufacturers, 
cracker bakers and others had tied 
in their own national advertising 
with the ADA spread. National 
Biscuit Company, he revealed, has 
agreed to appropriate $250,000 of 
its Ritz cracker budget to tie-in 
advertising with the ADA drive 
in 1947-48. 


Retailers to Cooperate 


Mr. Mithun said that the asso- 
ciation budget calls for little or 
no expenditure on posters for re- 
tailers’ use. Major chains, in- 
cluding A&P, Kroger and _ others, 
will continue to use illustrations 
from ADA magazine ads in their 
local newspaper insertions. 


Mr. Richards stressed the im- 
portance to the dairy industry of 
immediately increasing advertis- 
ing “while we are still on our 
feet.”” Competing food industries, 
he observed, also will spend more 
for advertising next year. Among 
these, he said, breakfast cereal 
companies will spend $18,645,000; 
meat packers will spend more than 
$8,000,000 on meat alone, and 
margarine processers will spend 
$3,300,000. 


Appoints Fowler 


Warren D. Fowler has been ap- 
pointed assistant classified adver- 
tising manager of the Berkshire 
Evening Eagle, Pittsfield, Mass., 
succeeding Harold M. Harris Jr., 
who has joined the display adver- 
tising department as a solicitor. 


Two Appoint Seeds 


Oxford Products Company, 
Cleveland, and Rhodes Pharmacal 
Company, Cleveland, have ap- 
pointed Russel M. Seeds Com- 
pany, Chicago, to handle their ad- 
vertising. 


\\ ‘ 
nit; \ 
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there's no magic in mere numbers 


A handful of fancy rings can’t match the power 


districts which account for 68% of the nation’s 


of a single slender wedding band. And for an 
advertiser who's selling something for the 
home, no amount of schoolgirl or dowager cir- 
culation can compete in buying effectiveness 
with that which goes directly to the adult, 
purse-ample homemaker. 

So it’s small wonder that manufacturers of 
household products—of cereals and linoleum, 
of refrigerators, paints and insulation—reach 
their most profitable market at lowest cost through 
the pages of The American Home Magazine. 

American Home’s 2,500,000 readers have 
houses to run and furnish (80% own or live in 
single-family homes). They have families to feed 
and raise (82% are married; 60% have children). 
They live in prosperous suburban communities 
(67.6% of American Home’s total U. S. circula- 
tion is concentrated in the 138 metropolitan 


buying income). 

When these folks pick up their copies of 
American Home, they have only one idea— 
home. When they read their copies, they're 
thinking about only one thing—home. That’s 
why they’re so responsive to the home-planning, 
home-fixing, home-building suggestions they find 
both in the editorial columns and in the adver- 
tisements. American Home readers clip coupons 
—one advertiser received 14,365 quarters on a 
single booklet offer. And they cut out and use 
American Home recipes—3 out of 4 prepared 
an average of twenty-two last year, according 
to a recent survey. 

American Home offers no other reader magic 
than this—alert, receptive, eager-to-buy-and- 
try prospects for your product. Wouldn’t your 
advertising message do best talking to them? 


Advertising Age, March 10, 1947 


Radio, Magazine 
Advertising Trend 
Curves Downward 


(Continued from Page 1) 
the price of Alka-Seltzer has re- 
mained unchanged,” and Grove 
Laboratories will discontinue its 
three-a-week “Reveille Roundup” 
(Duane Jones Company) on NBC 
at an undetermined date. White- 
hall will drop the Bob Burns pro- 
gram (SSC&B) on NBC June 1, 
P. Lorillard Company (Lennen & 
Mitchell) will end “Meet Me at 
Parky’s” on NBC April 5. 

General Foods is reported to be 
dropping its five-a-week Buck 
Rogers program (Benton ¢& 
Bowles) on Mutual, and Triangle 
Publications may discontinue “It’s 
Up to Youth” for Seventeen maga- 
zine, through Al Paul Lefton Com- 
pany. 

Lewis-Howe Company, for 
Tums, is ending the $1,000-a-week 
giveaway program, “Pot o’ Gold” 
on ABC, through Roche, Williams 
& Cleary, on March 27. On the 
other hand, ABC recently an- 
nounced that since Dec. 30 it has 
had 10 new sponsored programs, 
11 renewals, and only five can- 
cellations. 


Magazines off 3-7% 


For the first two months of this 
year, according to AA linage list- 
ings on Feb. 17, general maga- 
zines were down about 4%; wom- 
en’s magazines down about 412%; 
standard magazines down about 
5%; outdoor magazines up about 
10%; juvenile magazines down 
about 3%, and weeklies down 
about 7%. 

Of 39 “generals,” 22 were down; 
of 42 women’s, 32 were down. Al! 
three “standards” were down, as 
were four of seven outdoor papers. 


| Fifteen of 20 weeklies were lower, 


and six of eight juveniles. 

Canadian magazines slightly re- 
versed the United States trend. 

Media Records does not yet 
have nationwide figures on daily 
newspaper linage in February. In 
52 cities in January, however, total 
newspaper linage rose 19% from 
January, 1946. Retail was up 
22.1% and automotive up 22.7%, 
but general or national (excluding 
automotive) was only 4% ahead. 

Total advertising linage in New 
York City newspapers in February 
rose 17.2%, automotive gained 
144.72%, general was up 6.97%, 
and retail up 20.88%. 

Although specific figures are 
not available, national advertising 
in outdoor in the first two months 
was higher than in the parallel 
period of 1946, says Outdoor Ad- 
vertising Incorporated. 

Business paper linage is re- 
ported as 5% lower during this 
period. 

The National Association o! 
Transportation Advertising lacks 
exact current figures on its me- 
dium, but says that “probably they 
are about even” with a year ag‘ 


Cowell Joins Quaker 


| Don R. Cowell, previously 
| public relations work with Inlané 
Steel Company, and Chicago Su! 
face Lines, has joined the indu* 
trial relations department © 
Quaker Oats Company, Chicag' 


Agency Names Two V.P% 


Kastor, Farrell, Chesley & Cli 
ford, New York, has appointe 
Robert E. Shaw, art director, a 
Felix M. Sutton, copy supervis® 
as vice-presidents of the agency 


Boosts Von Malotke 


| Martha Von Malotke, assista! 
|to the president, has been 4! 
| pointed secretary of A. C. Niels® 
Company, Chicago. 
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Chen Yu's Maker 
Files Suit, Parts 
Company with R&R 


Asks $350,000 for 
Losses Suffered on 
‘Duel in Sun’ Tie-up 


Cuicaco — After seven years, 
Ruthrauff & Ryan and its vice- 
president, Norman Phelps, have 
parted ways with Chen Yu lip- 
stick. 

Associated Products, Inc., which 
acquired Chen Yu two years ago, 
last week (1) announced the 
agency is no longer handling the 
account and (2) filed a $350,000 
damage suit against R&R and Mr. 
Phelps. 

The cosmetics company charged 
in circuit court here that the de- 
fendants last year wrongly ad- 
vised it to enter a tie-in advertis- 
ing campaign with David Selz- 
nick’s film, “Duel in the Sun.” 
The picture was not released last 
summer as expected and Asso- 
ciated lost an estimated $100,000 
in profits on a special “Sun Red” 
nail polish shade it promoted, the 
petition says. 

David Large, Associated’s ad- 
vertising manager, told AA that 
the company has not yet definitely 
decided on a new agency. Mr. 
Phelps and Paul Watson, R&R 
vice-president and manager here, 
declined to comment. According 
to reports, Associated Products has 
reduced its staff sharply in recent 
weeks, and also has curtailed its 
advertising commitments. 


Launched by Younghusband 


Chen Yu was launched color- 
fully in 1940 by J. L. Younghus- 
band, famed cosmetics maker here. 
The highly stylized and glamorous 
advertisements prepared under Mr. 
Phelps’ direction won _ several 
awards from advertising and art 
clubs in recent years. 

Mr. Younghusband in 1944 sold 
Chen Yu, along with Tattoo cos- 
metics, 5 Day deodorant and sev- 
eral other products, to Louis J. 
Ruskin, head of the Ford Hopkins 
drug chain, for $2,000,000. Tabu 
perfume and some other products 
were retained by Mr. Younghus- 
band. 

Associated, of which Mr. Ruskin 
is president, has set up several 
divisions to handle its products. 
These and their agencies include: 
International Brands, Weiss & 
Geller (5 Day and Quickies), Al 
Paul Lefton (Tattoo), and Good- 
kind, Joice & Morgan (Nelore); 
Evyan Ltd. (perfumes) and 
Madame Huntingford (creams and 
cosmetics), Aubrey, Moore & Wal- 
lace; and export division, Export 
Advertising Agency. 


ONE SUCCESS ISN'T 
TABU FOR AN EMIR 


CuIcaGo—What has been good 
enough to repeat in every ad ever 
run for one perfume should be 
good enough, with slight variation, 
for every ad for another. 

Acting on this theory, J. L. 
Younghusband, toiletries manufac- 
turer, and his agency, Ruthrauff 
& Ryan, at the end of March will 
launch a new perfume, Emir, with 
the initial full-color Cosmopolitan 
insertion and all future ads to fea- 
ture a painting having an emir as 
its central figure. 


A new “fine arts” painting, it| spectively at 8 and 9 a.m., Monday | 
will serve as background for il-| through Saturday; “House Party,” | the eastern sales staff of Popular 
lustrations of fashion models. The|4 p.m., Monday through Friday;| Science Monthly, New York, to 


perfume, which sells at $24 an 
ounce, will be promoted in dealer- 
cooperative newspaper space be- 


ginning March 30 and later in| and Sunday, both at 11 p.m., and | aqvertising 


Town & Country and Vogue. 
The same technique has been 


| used by Mr. Younghusband and 
| R&R since 1941, when Tabu per- 
|fume was launched with the 
| painting — used ever since — of 
Rene Plinet’s music teacher, one 
arm holding a violin, embracing 
| his piano pupil with his free arm. 
The old painting, originally named 
“Moonlight Sonata,’ has_ since 
been better known as “The Fid- 
dler.” 

Tabu and two other perfumes, 
|20 Carat and Platine, are mar- 
keted as products of Dana Per- 
fumes, Inc. Emir will be sold as 
a product of Mr. Younghusband’s 
Consolidated Cosmetics Company, 
which until now has sold lipsticks. 


Authors Switch 


to Ads for M-G-M 
‘Yearling’ Series 


New YorK—Some of slick fic- 
tion’s best practitioners have been 
lured away from their plush-lined 
ivory towers to commercial copy 
cells for a new magazine cam- 
paign for M-G-M’s “The Year- 
ling.”’ Writers and illustrators who 
regularly work for a particular 
magazine have been teamed to 
produce artwork and a report for 
the particular magazine’s readers. 

Thus Norman Reilly Raine and 
a regular SEP illustrator collabo- 
rated on The Saturday Evening 
Post insertion, John Fante wrote 
Woman’s Home Companion’s ad 
abetted by illustrator Frank Ben- 
sing, and so on for a list of a 
dozen magazines. The campaign 
has the obvious advantage of 
names and artwork with which 
the particular publication’s read- 
ers are familiar. 

M-G-M’s agency, Donahue & 
Coe, thinks it is the first time such 
a technique has been employed. 
The picture’s budget, unofficially 
said to be near $750,000, has en- 
compassed outdoor, blimps, truck 
panels, spot radio and newspaper 
schedules in 225 newspapers of 
125 cities. The newspaper sched- 
ule is set for six teaser advertise- 
ments along with spot radio 
teasers, building up to 1,500 and 
2,000-line ads the week of open- 


Last Minute News Flashes 


General Cigar Promotes Two Brands 

| New York — General Cigar Company is launching a campaign for 
| Robert Burns Panatelas in fortnightly insertions in newspapers of 30 
major markets through Donahue & Coe. Plans for a newspaper cam- 
paign for White Owl cigars, through J. Walter Thompson Company, 
probably will be completed in about two weeks. 


British Overseas Airways Plans Series 

NEw YorK—British Overseas Airways Corporation will start a cam- 
paign March 22, using a historical theme. Copy in the series will 
stress the stories of Beau Brummel, Raleigh, Drake, et al. Copy will 
appear in Newsweek, The New Yorker, and Time. Cecil & Presbrey 
is the agency. 


Warwick Starts New Radio Series 

CuIcaGo—Warwick Mfg. Company has started marketing three new 
radios and phonograph combinations. Teaser copy has run in appli- 
ance business papers, and consumer copy will appear monthly in one- 
column space in Collier’s, Country Gentleman and The Saturday Eve- 
ning Post. Agency Service Corporation, Chicago, has the account. 


Philip Morris Steps Up “47 Drive 

NEw YorK—Philip Morris & Co. will schedule a record advertising 
campaign for Philip Morris cigarets this year, substantially more than 
last year’s $7,000,000. Newspaper insertions, of page, half-page, and 
quarter-page size, will be increased. Radio and magazine campaigns 
continue. Biow Company has the account. 


General Mills Starts New ‘Cereal Tray’ 

MINNEAPOLIS—While breaking a new offer in the East on its Betty 
Crocker Better Breakfast Tray of 10 packages of cereals, General Mills 
has launched a new jumbo package, Betty Crocker Cereal Tray, on 
the West Coast. Each small cereal box in the package forms part of 
a model city—one representing a block of stores, others forming 
houses, etc. The eastern offer, good for a limited time in Bingham- 
ton, Buffalo and Rochester, gives a 10-cent saving on a pound of but- 
ter with purchase of a Breakfast Tray package. Dancer-Fitzgerald- 
Sample, Chicago, is the agency. 


Rival Mfg. Company Appoints R&R 

Kansas Crry, Mo.—Rival Mfg. Company, maker of the Can-O-Mat, 
Juice-O-Mat and other kitchen appliances, has appointed Ruthrauff & 
Ryan, Chicago, to handle its account. 


Chevrolet Ads : 

Boast Leadership Advisory Board 

in ‘46 Production Will Form Policy 
on Sponsored Time 


Detroit—Chevrolet Motor divi- 
sion of General Motors Corpora- 
tion March 9 started one of its 
biggest one-time advertising cam- 

New YorK—On the premise that 
commercial radio is at a “crucial 
crossroads,” an advisory commit- 
tee will shortly be formed which 


paigns to announce its victory 
over Ford in car registrations last 
| year. 
Several thousand daily and 


71 


State-Wide Study 
of Buying Habits 
Made in Illinois 


Cuicaco—A preview of the first 
“state-wide” consumer analysis 
ever made was unveiled here last 
week by Paul L. Gorham, general 
manager, Illinois Daily Newspaper 
Markets, Inc., Springfield. 

Using the technique developed 
by the Milwaukee Journal in its 
consumer analyses, the association 
last July conducted house-to-house 
interviews simultaneously for 47 
newspaper members representing 
45 markets, to determine buying 
preferences of a _ representative 
section of families in their own 
communities. The resulting figures 
are now available both on a state- 
wide and an individual market 
basis. They are based on a mini- 
mum sample of 3% in communi- 
ties of 50,000 and more, and rang- 
ing up to 7% for smaller areas. 

The state-wide figures are avail- 
able from the association in a 
series of 18 different product 
books, under the general title, 
“How 3% Million Consumers Buy 
Food Products, Soaps and Cleans- 
ers, Drugs and Toiletries, Soft 
Drinks, Home Equipment and 
Cigarets.” The analyses cover all 
but two of the important markets 
in the state, outside of Chicago. 
The local market figures are being 
made available for each market 
in a single volume produced by 
the sponsoring newspaper. 


weekly newspapers across the na- 
tion are being used for 90, 65 and 


44-inch advertisements. The space 
is being placed under the dealer- 
factory cooperative plan by Camp- 
bell-Ewald Company. 

The copy points out that nosing 
out Ford in spite of lost produc- 
tion due to strikes, gives the GM 
unit a record of being first in 11 


ing. 


New CBS Division 
Sells Co-op Shows 


New York —Columbia Broad- 
casting System has launched a co- ; d 
op division to provide affiliated | 0f the past 12 years in registered 
stations with “more and improved | car sales. It leads in both car and 
sales promotion material” for such | Commercial sales. — 
shows, J. Kelly Smith, director of Final figures give Chevrolet 
station relations, has announced. | 329,601 passenger cars and Ford 

Development of co-op shows, in | 326,822. Chevrolet truck sales 
which local butchers, bakers and totaled 171,618 against 131,469 for 
candlestick makers join in spon- Ford. 
soring national programs, has long 
been pursued chiefly by ABC and 
MBS. 

Costs of CBS co-op shows, Mr. 
Smith said, “are being readjusted 
to compensate for differences in 
sets in use in the various time 
zones and to provide for lower 
minimum charges for the smaller 
stations.’”’ CBS also has introduced 
a salesman’s incentive cash bonus world’s greatest and most liberal- 
plan for local sales. |minded publishers, the assembly 

Ralph Hatcher, formerly man-| praised him for developing many 
ager of CBS station relations’ cen- | newspapers in the U. S., for sup- 
tral divisions, has been named| porting women’s suffrage, vet- 
sales manager of the new division. | erans’ benefits, better wages and 
Nancy Cook, for 15 years in radio working conditions for labor, ade- 


California Acclaims 
W. R. Hearst’s Record 


California’s legislative assembly 
has unanimously adopted a resolu- 
tion honoring William Randolph 
Hearst on his 60th anniversary as a 
newspaper publisher. He first pub- 
lished the San Francisco Examiner 
on March 4, 1887. 

Citing Mr. Hearst as one of the 


| will have over-all policy control of 


commercial broadcasting—with the 
consent of the networks. The com- 
mittee would represent agencies, 
advertisers and networks, and will 
hot duplicate any present group. 

At the Waldorf Astoria Thurs- 
day, representatives of the three 
groups heard about the plan from 
the three men who proposed it— 
Frank Stanton, pfesident of CBS, 
Charles G. Mortimer Jr., vice- 
president of General Foods, and 
F. Barry Ryan, president of Ruth- 
rauff & Ryan. 

The ostensible object of the new 


institute will be the improvement 
_of radio service to the public. It 
| will be non-profit, non-political. 
| Its three announced aims: 

1. A program for improvement 
| of service by broadcasting to the 
public. 
| 2. A strict code of practices for 
|commercial broadcasting — with 
particular emphasis on _ selling 
messages. 

3. Research into public attitudes 
toward radio, with emphasis on 
| programs, commercials, etc. 
| The members of the committee, 
; headed by Edgar S. Kobak, presi- 
\dent of Mutual, are Thomas 
D’Arcy Brophy, Kenyon & Eck- 
|hardt; Niles Trammel, NBC; Sig- 


Plans Annual Studies 


The complete studies, now being 
bound, will be unveiled before 


|; meetings of advertisers and agen- 


cies to be held, starting the week 
of March 16, in New York, Chi- 
eago, Detroit and half a dozen 
other cities. The association plans 
to conduct the studies annually, 
with the 1947 interviews to be 
made in April and the results to 
be published by Sept. 1. 

Cost of the project, which uti- 
lized 264 field: interviewers, will 
aggregate about $32,000. The ac- 


;} tual work was done by Illinois 


Research & Survey Company, op- 
erated independently by Mr. Gor- 
ham, and all of the work is care- 
fully designed to be comparable 
with that in the Milwaukee Jour- 
nal, Omaha World-Herald and 
similar analyses. 


‘Boston Globe’ 
Marks 75th Year 


Boston — The Boston Globe, in 
its March 4 afternoon and morning 
editions gave its entire first page 
over to its anniversary with a 
single line, “The Globe is 75 Years 
Old Today” over five columns of 
|story and picture, and without an 
advertising tie-up in the inside 
pages. 

The customary eight - column 
|front page with the news of the 
day was put over to Page 2. 

John I. Taylor, promotion man- 
ager of the paper, said the Globe 
did not believe that its birthday 
was any occasion to “seek addi- 
tional advertising revenue” and 


and newspaper promotion capaci- 
ties, will be promotion manager. 
Programs offered for cooperative 


| sale are “CBS Morning News 


| Roundup,” and “CBS News,” re- 


|Red Barber, Sports, 6:30 p.m., 
Monday through Friday, and “CBS 
News with Ned Calmer,” Saturday 


|several other late evening news 
programs. 


quate military preparedness and| urd S. Larmon, Young & Rubicam; 
other liberal ideals, and for fight- | Robert F. Elder, Lever Bros.; Don- 
ling against “intrigues of Japan’ |ovan Stetler, Standard Brands. 
and Communism. | Two tentative advisory com- 
|mittees were said to be settled, one 
'administrative, headed by Fred- 
jeric R. Gamble, Four A’s, and 
composed of Justin Miller, presi- 
dent of the National Association of 
Broadcasters, and Paul West, ANA; 
and one legal, 
Digges, ANA, and composed of 
George Link, Donald Petty (NAB), 
A. L. Ashby, Julius Brauner and 
Joseph McDonald. 


Joins ‘Popular Science’ 
George J. Winoker has joined 


|represent the magazine in New 
| England. He was formerly eastern 
|editor of Industrial Publications, | 
and before that, was New England 
representative for 
| Practical Builder and Building | 
Supply News. 


headed by I. W./| 


that no “souvenir issue” was 
planned. He said that a birthday 
was regarded by the paper as a 
| time for giving rather than solicit- 
ing. 

Mr. Taylor is one of several ac- 
tive members of the Taylor family 
that has been running the paper 
throughout its 75 years. 

A recent 100th anniversary issue 
of the Boston Herald was a monu- 
mental work, running to well over 
100 pages, and filled with con- 
gratulatory advertising. 


Appoints Little 


Arthur H. Little, formerly as- 
sociate editor of Printers’ Ink, has 
been appointed director of pro- 


duction of the Institute of Public 
Relations, Inc., New York. 
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Resstentior when people used to beg 
you for the chance to buy your prod- 
uct? Prices? Quality? Nobody cared! 
The customers would take anything. 


Today, your customers are choosey. 
Today, competition is crowding in on 
all sides. Today, your advertising has 
to roll up its sleeves and move goods. 


Same Budget... Bigger Problem! 


Yet right now, when you need more 
sales, it costs you more to make each 
sale! Your advertising budget covers 
less ground than ever before! 

Problem without a solution? No! 
Puck—The Comic Weekly is the per- 
fect answer! Distributed with 15 great 
Sunday newspapers, Puck is made-to- 
order for the advertiser who must sell 
harder in 1947 than ever before. 

You can obtain as many readers in 
Puck for 37¢, as cost you a dollar in 
Life, Collier’s, or Saturday Evening 
Post!* Daniel Starch figures prove it! 


fool are Courting Their fennies Again 


There’s a reason why ads get greater 
readership in Puck. The characters in 
Puck are part of the lives of 7,000,000 
families. (4 out of 5 adults and practi- 
cally 100% of the young people in these 
families read Puck devotedly!) Puck’s 
characters influence their habits, com- 
mand a loyalty unmatched even by 
most stars of stage, screen, or radio. 

And these characters —‘“Jiggs and 
Maggie’’, ‘‘Blondie and Dagwood’’, 
“Tillie the Toiler’, and a score of 
others—are the all-star cast of Puck— 
the only national comic weekly! 


Coverage Where It Counts 


Puck—The Comic Weekly circulates 
through the nation’s most strategic 
markets. In these markets are a total of 
25,000,000 consuming members of fam- 
ilies who can be reached through Puck 
—at a fraction of the cost it would 


take in any other national publication! 


* Details available on request. 
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THE COMIC WEEKLY ‘\ 


‘What fools these Mortals be! 
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The only NATIONAL Comic Weekly—A Hearst Publication 
63 Vesey Street, New York 7, N. Y. + Hearst Building, Chicago 6, Ill. 


More Customers! 


150% to 179% More Readers 
For Your Money in Pack! 


Figures compiled by Daniel Starch & 
Staff prove: Puck delivered 150% to 179% 
more readers, men and women, in the 
classification All Advertising, than Life, 
Saturday Evening Post, and Collier's ! 


Case No.5_Food Beverage 


3 ads, run in 3 publications, cost $73,530. 
Puck’s share of that cost was 38.7%. Yet 
Puck delivered 71.7% of the readers (Seen- 
Associated) and 90.4% of the Read Most! 


ALL ALL ALL 
OTHERS OTHERS 


COST READERS 
(SEEN-ASSOCIATED) 


READERS 
(READ MOST) 
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